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HAZARD FIREKROME SAFECOTE 
BUILDING WIRES 


Performite “super-aging” rubber 
insulation is tougher, stronger, and 
has greater life. 


Hazard Standard 30% insulation is 
an excellent wire used in many out- 
standing buildings. 


Hazacode (National Electrical Code 
Standard) is thoroughly reliable. 




















HAZARD SERVICE CABLES 


Hazard Drop Cable, Type SD—pole 
to house. 


Service Entrance Cable, Style ABN 
with steel tape armor, or Style UBN 
without steel. 


Underground Entrance Cable with 
interlocking galvanized steel armor, 
or Armortite non-metallic armored 
cable. 


HAZARD ARMORED CABLE 


Type AC. A new cable with the 
handy pull-string. The conductors are 
wrapped in chemically treated, flame- 
retardant, moisture-proof paper. The 


bushing slips between paper sheath 
and steel armor. 





























neW AND OLD HOUSES 


HAZARD FIG. 8 LAMP CORD 


A low cost all-rubber cord with single 
rubber jacket. A knife nick at the end, 
and the conductors may be easily sepa- 
rated, leaving full insulation on each. 





HAZARD PERMEX LAMP CORD 


This rubber sheathed lamp cord has two 
separately insulated conductors with a 
tough rubber jacket surrounding them. 


HAZARD CNX (Trial Installation Cable 


This covered neutral cable is designed 
for use in houses, buildings of frame 
construction and all types of farm build- 
ings, including barns, garages, stables, 
ete. 
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A FEW USERS OF 
PERMAFLECTOR LIGHTING 


Food Markets 
Furniture Stores 


Apartment 

| Buildings 
Art Galleries 

Automobile Dealers Gymnasiums 

Banks Hotels 

Jewelers 

Museums 

Newspapers 

Office Buildings 

Public Buildings 


Furriers 


' Beauty Shops 
Churches 
Clothing Stores 
Dairy Stores 


Department Stores Schools 
Five and Ten Cent Stock Exchanges 
Stores Theaters 


These people are YOUR prospects. 
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OU will discover new opportunities for increased profits in this 
new Permaflector Luminaire that has everything—EYE APPEAL, 
PERFORMANCE APPEAL, and PRICE APPEAL. 


The sleek flowing lines assume a simple pleasing shape that reflects 
the spirit of this streamline age. Its lasting beauty and adaptability to 
any interior will please your prospects instantly, and make sales easier. 


This luminaire is equipped with a Permaflector which provides 
permanent, efficient distribution of light that will build satisfied cus- 
tomers and repeat orders. 


Simple design and economy in manufacturing methods enable you 
to offer this unit at an extremely 
low price that is in line with 


present day budgets. PITTSBURGH 


REFLECTOR CO. 


Write or send the coupon 
below for complete details of 






construction and installation. Pittsburgh, re ~ fay Sepecsentatives 
Pennsylvania fieamitann in 28 Cities 
a es 8 el. ele - 


PITTSBURGH REFLECTOR COMPANY 
OLIVER BLDG., PITTSBURGH, PA. 

Please send me without obligation your folder 
entitled a “NEW PERMAFLECTOR LUM- 
INAIRE”’ which gives complete data for sales 
and installation. 
Pe citiinisniiedinsinctane 
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BUILT-IN CEILING UNITS 
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Grove Electric Company en 


eiggee CONTRACTOR - DEALER > In just about one hour 





640 EAST STATE STREET 


Salem, Ohio 
August 19, 1957 


SUPPLIES 
(RONERS u 5. 


that ordinary $95.00 
competitive wiring job 
went to me at $225.00. 
« The Square D 
Multi—Breaker started 
| the ball rolling . . : 


@ Read this letter! It is results like this that build 
sales for the Electrical Wholesaler’s salesman. 


The Square D Multi-breakeR creates bigger and 





re Ew Je Rooker 
quare D Company 
21 Hanna Building 

leveland, Ohio - 











Dear Mr. Rooker: 
t * 4 * 
Recently I was able to "sweeten up" a usual competitive sour 
wiring job, using the Square D Multi-Breaker. The job was going 
for less than $100.00, that seemed certain; my bid was $95.00 -.- 
submitted with a prayer. 


After submitting my figure to the general contractor, who by the 

way had many other things to worry about besides improved wiring, 

I got to thinking of the net result if I secured this $95.00 wire 
ing job. The box score would read: Just another detail completed 
for the general contractor, little or no profit to me, and certainly 
skimpy electrical convenience for the home owner. I decided to do 
something about ite 






















I called on the home owne:i*, a woman, bringing with me a sample 

of the Multi-Breaker. As a @éonversation opener this device proved 
to be a dandy, as immediate interest was shown in its safety, 
convenience, and moderness. My remarks to the lady were all non- 
technical and in the end I pointed out the very slight additional 
cost. She indicated her decision by asking me for similar wiring 
improvements. Together, and in the same simple lancuage, we added 
outlets, placed new flush switches, settled on better plates, and 
refigured the kitchen for concealed lishting. In just about one 
hour that ordinary $95.00 competitive wiring job went to me at 
$225.00. The Multi-Breaker started the ball rolling, although 

that device in the final figure added only a few dollars. Not only 
cid this $95.00 wiring job more than double itself in less than 60 
minutes, but by the Multi-Breaker contact I later secured a $206.00 
lighting fixture order plus the sale to this lady of an electric 
range, water 


You can rest assured that I am going to use the Square D Multi- 
Breaker as my calling card on a lot more of these $95.00 competitive 
wiring jobs. It surely "sweetens them" up for everyone concerned, 


including the home owner, who has to live with the wiring installation. 


Using a Multi-Breaker sample on this type job beats a bid and a 
prayer. 





ic Company 











heater, and refrigerator, a grand total of about $1000.00. 


better wiring jobs for your contractors. It gives 
them an extra tool to offset “cheap” compe- 
tition. It leads to the sale of other electrical 
merchandise. 


But you have a job to do, Mr. Salesman. You 
must show the Square D Multi-breakeR to all your 
contractors. Tell them the story of Contractor 
Grove and his $1,000.00 job. Educate them. When 
prices are wanted on fusible equipment, quote 
both ways— Square D Multi-breakeRs and 
Square D fusible equipment. Contractors do ap- 
preciate the added profits they can make on 
Multi-breakeRs. 


If you, yourself, don’t know the whole story of 


the Multi-breakeR, call in a Square D man. He 
will be glad to help you. 








CALL IN A SQUARE D MAN 





SQUARE J] COMPANY 


DETROIT - ee LOS ANGELES 


N CRANADA 








SQUAR 0D COMPANY CANADODR LIMITED, TORONTO, ONTARIO 
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LOOKING INTO THE NEWS 
—Pick For Profit—Laws Don't Do It—The Best Buy Word 










SPECIALIZATION GETS THE BACON ABOUT JOHN R. EDDS 9? 


—This Wholesaler's Salesman is a Bacon Bearer 











AIDS FOR COUNTER MEN 


—Some Smart Ideas from Salem, Oregon 
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This neat hook-up for radio connections provides 
for Aerial, Ground and Power connections from a 
one-gang outlet. Or in 2-gang type (first above) 


with extra opening for appliances. As easily 


installed as any convenience outlet; fits any 


standard-depth wall box. Gets rid of straggling 
surface wires; serves equally well for old buildings 


or new work; completes the electrical conveniences. 


- 


Aerial, Ground and Power connections are plainly 
indicated on receptacle. The aerial and ground plug 
has blades set at angle to prevent insertion in the 
power slots. Receptacles and plates come in brown 
Bakelite and cream-tinted white IVORYLITE. 
(These units are designed for separate aerials. For 
2-to-20 outlets from one aerial, use the Multicoupler 


Antenna System —- instruction-sheets on request). 
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NICELY, 


THANK YOU— As to outlook—as to confidence— 


everybody seems to be feeling peppy. NEWA sent 
a query to wholesale houses the other day. ‘How 
do you feel about business?” they asked. The reply 
was almost unanimous—and good. 

They all spoke confidence and optimism. They 
look for a good year. These are the bosses of the 
wholesalers’ salesmen of America. They all say that 
selling is the key to better business. And they in- 
tend to sell—more and better. 

And there you are. For that’s the answer in any 
state, in any territory. 


+ 


READ 'EM 

AND SELL — The perennial crop of corporation 
statements are now coming out. Do you read ’em? 
Well there’s money in ’em for the wholesaler’s sales- 
man. Check up on those you sell. You can get the 
figures from them or from the local newspaper. 
If they made money, show them where to spend 
some of it to make more. If the figures were not 
so hot, point out places to save. Work with the 
power engineer of the utility. Make a case. This 
kind of head work pays. 

It doesn’t hurt to know about the earnings of the 
company you work for too—and those manufac- 
turers whose products you sell. Customers are in- 
terested in facts. They respect salesmen who know 





things. They like to do business with prosperous 
houses. 


* 


COME ONE 
COME ALL— Power companies report 794,000 new 


customers in 1937—more customers for us. Wel- 
come Stranger! That makes 27,000,000 paying elec- 
tric light bills monthly—all using things we sell and 
ready to be sold more of ’em. 

Manufacturers are now out showing their new 
lines—traveling shows, demonstrations, new style, 
new patter. What are you doing. What are your 
plans? Have you stepped back and studied your 
market afresh? The dumb boys don’t. The smart 
lads do and they fry the bacon. 


> 


MEN ON 
THE MOWE—For proof that all this is happening 


look in the personal news. Lots of men are being 
promoted—moved around. First of the year? 
Mebbe. But mainly it means management is plan- 
ning—doing things. It’s a good time to be a bacon 
bearer. 

Several manufacturers have just opened new 
branches. Wholesalers are still stepping forward. 
Great old world! Great old gang! We squeeze our 
lemons, make some lemonade and keep on going. 
Why not? 

























































LAWS DON’T 

DO IT —And speaking of selling, it’s interesting to 
watch the way these price maintenance statutes are 
working—we mean not working. It’s a great ser- 
mon. And the text is—‘There is no substitute for 

selling!” 

The Miller-Tydings Act said that manufacturers 
can maintain prices where state laws permit. But 
these state laws work like soft rubber crutches. 
People lean on ’em and they bend. They rely on 
protection and neglect selling. And pretty soon, the 
public finds this maintained merchandise out of line 
on price and turns to something else that’s better 
sold. So legislative support is already showing signs 
of falling away. 

[If a man can walk, no crutch is worth a damn. 
\nd the best business comes in free and open com- 


petition to the best salesmen with the right lines. 


* 


WEATHER 
REPORTS - 


technique is breakin: 


- 
} 


Times have changed. The old alibi 
down. Too much science. 
Something ought to be done about it. 

A salesman traveling Dakota in his car SOS’d the 
home office in Chicago, the other day—Snowed in 
south of Bismark. Please wire hundred dollars’. 
The boss called up the weather bureau—the worm— 
and asked—“‘Any snow around Bismark?” The 
answer was 


he wrote a letter—all bad news. 


“North Dakota, all bare ground”. So 


A salesman’s life is supposed to be full of un- 


1 


certainty. Must he lose that too? 


THANK YOU 
DOQC.—And speaking of weather—the undertakers 
like this kind. 


keep well. 


sut the smart guys fool ’em. They 
And being well they keep selling. 

On another page a doctor tells the selling man how 
to take care of himself. Read it. Don’t laugh. Tear 
it out and paste it in your traveling hat. The laugh 
is on the man who plays the fool and fails to do these 


oS 
s>- 


simple thin 
This bit of advice is worth a lot of money—sev- 
eral commission checks. But to you, Brother, it’s all 


free. And how’s your appetite? 


* 
EASY COME 
EASY PAY—Anything to please a customer! Even 
the finance companies are doing it—with alternate 
terms on household appliance contracts. 

Now a buyer may pay 5 per cent down on a refrig- 
erator, instead of 10 per cent. But for that concession 
he must complete payments in 24 instead of 30 
months. The leading companies are offering this 


6 


option on vacuum cleaners at 10 per cent down and 
18 months to pay, or 5 per cent down and 12 months. 
On dishwashers and ironing machines, it is 10 per 
cent and 24 months, or 5 per cent and 18 months. A 
minimum of $5 is still required as the first payment. 

Why not, it’s all the same in the end. Anything to 
make you happy, madam. 


* 


THE BEST 
BUY WORD—And do we like it soft 


conquerors of comfort! 


we high handed 
Automatic 
tuning is the thing and dials that need no stooping. 


Look at radio. 


It’s not enough to have the world bring wit and 
music ready at our call. It must come up and kiss us. 
Which simply proves some more that comfort is 





the best buying word. Some men talk and talk about 


the product. But the lad who knows his customers, 
tells them just what they want to hear—comfort—en- 
That idea should be the first thing sold to 


every dealer. 


joyment. 


* 


GO HIGHER 
BROTHER \ lot of men who sell supplies are 


failing to find a lot of business that industrial plant 
management ought to be placing. 


+ 


to the plant electrician or the 


They talk only 
purchasing agent. 
They don’t go higher with ideas. 

If we learned one thing during the depression, it 
was that industrials will buy new electrical equip- 
ment, when they see it will save money on produc- 
tion. But too often they don’t see it by them- 
selves. And too often the plant man hesitates to 
recommend investments in more modern control or 
whatever it is—for fear the boss will say—*Well, 
You're 
It takes an out- 
sider to walk in with a message like this. 


what the hell are you doing around here? 
supposed to keep things modern!” 


The best selling is done at the top where the money 


is. And the harder fighting it takes to reach the 
head man, the easier it is to talk broad plans and 
big money when you get there. 
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Whatever market your territory holds, 
the building wire staple of your busi- 


ness should bear the name 


‘ 
© 
ak 
« GuarpIANn 
~~ 


as your choice of QUALITY 





in product delivered, and 


d basis of whole- 


ae — 


GENERAL CABLE CORPORATION 


CLEVELAND «© DALLAS + DETROIT + LOS ANGELES 


Sales Offices: ATLANTA + BOSTON + BUFFALO + CHICAGO - 
SAN FRANCISCO «+ SEATTLE + WASHINGTON, 16. ¢.) 


NEW YORK + PHILADELPHIA + PITTSBURGH + ROME, (N.Y.) + ST. LOUIS > 
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“It's our latest development, Mr. Jacobs. A 
Radio for the deaf and dumb.” 
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HE WANTED TO MAKE MORE MONEY! 


John R. Edds of C. & H. Menzer, 
Inc., New York, has been in the 
game since 1916—with an idea. 





SPECIALIZATION GETS THE 


TEN YEARS AGO JOHN R. EDDS FOCUSED ON 
MOTORS, CONTROL AND VENTILATING 
EQUIPMENT. HE HAS MADE IT PAY. 


*©T DON’T care what kind of busi- 
ness the salesman goes after,” 
John Edds says, “his income will be 
directly proportionate to the amount 
of effort he puts out every day. That’s 
old stuff; but the basis of selling is 
to keep dogging away after business. 
“In your January issue I read about 
that bird out on the coast who did a 
big job on a government dam. How 
did he do it? He had the right idea. 
He kept plugging away for four 
years. And it paid him well. Here 
in New York it’s the same story. The 
salesman of average intelligence will 
cash in if he knows his stuff, and 
works.” 
And so, one of the crack salesmen 
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of C. & H. Menzer, Inc., New York, 
puts his finger on what, in his esti- 
mation, makes the wheels go round. 
John began in the wholesaling busi- 
ness back in 1916 at the counter of 
Stanley & Patterson’s supply depart- 
ment. Ever since then he’s been 
around lower Manhattan. From that 
first job he went with W. R. Os- 
trander & Co. He was there a couple 
of years, then spent ten years selling 
for the old Noyes Electric Co. He 
has been with the Menzer boys now 
for five years. 

For a long time, he plugged ‘the 
general line. Ten years ago he de- 


cided to specialize on motors, con- 
trols, drives and ventilating equip- 


BACON.. 


ment. ‘Today he gets the greater por- 
tion of his income from these and as- 
sociated lines. Industrials account 
for 95 per cent of his volume. 

“In selling this sort of equipment, 
the salesman has to know what he’s 
talking about” John says. “I don’t 
mean that he has to be a graduate 
in electrical engineering. He can 
learn from experience and do some 
studying. Also he has to know where 
to get information on what he doesn’t 
know. For if a salesman is working 
on a job and runs into too tough a 
problem, it is mighty important that 
he know just where to get the an- 
swer in a hurry. If not, there goes 
the job to a competitor.” 


























Edds enjoys. selling ventilating 
equipment. ‘The market is large and 


each job runs into fairly good money. 
He finds there is no limit to the size 
of the market. 
dust, smoke, fumes, vapor or steam 


Wherever there is 


he finds that he has a good chance 
of selling this tvpe of equipment. His 
experience shows that when he can 
get an exhaust fan or blower in on 
trial the sale is practically cinched. 
He says, ‘Leave it in the plant a 
week or so, and the sale will take 
care of itself.” Here’s a case—‘‘A 
short time ago I was going through a 
coffee roasting plant. There was a 
bad dust condition in the grinding 
It was a small department, so 
I believed that a small exhaust fan 
would do the job. We put a 12- 


room. 


inch one in on a trial basis. It worked 
out fine; removed the dust and there 
was a sale.” 


To illustrate the technical problems 





encountered in selling this sort of 
equipment, John mentioned a job he 
sold a short time ago. ‘The plant 
engineer wanted to increase the ca- 
pacity of a large blower, as much as 
possible. The equipment consisted 
of a five horsepower motor which 
drove the blower at 397 r.p.m. which, 
in turn, delivered 16,000 cubic feet 
ot air against a static pressure of one 
inch. 

In working out the job, Edds had 
to watch the static pressure, the tip 
speed of the blower wheel and the 
horsepower. He took out his pencil 
and went to work. Here is the re- 
sult. A 15 horsepower motor re- 
placed the five. The blower speed 
was increased to 616 r.p.m. At this 
speed it delivered 26,700 c.f. of air 
per minute. The static pressure rose 

A bit high, but not 

Because he was in a 


to 24 inches. 


troublesome. 
position to work out this problem and 











do it correctly he landed himself a 
nice order. 

In selling motors and control it 
isn’t possible or practical for him to 
lug around bulky samples, but he car- 
ries a Caliper and speed-counter with 
him at all times. He is prepared to 
go ahead on an estimate at the time 
he runs into the lead. No apologizing 
and no chance for the customer to 
say, “Let it go until later.” 

Edds doesn’t believe in making a 
call without having a sales story to 
tell. He can’t see where a salesman 
can do a job who just walks in with 
an order book and says, “Need any- 
thing today.”” A few weeks ago John 
was calling on a customer when a 
competitor came in with, “I don’t 
suppose you need anything today, do 
Well, Edds doesn’t do that. 
When he calls, he has a definite 
product to sell. It makes a favorable 
impression and leads to sales. 


you?” 





MEN 


$6 EING 
the counter regularly, I find 


the only salesman on 
that three things are helpful in en- 
abling me to stay on top of the heap 
during rushes’, 
of the Eoff 
Ore. 


said Ray Gallagher 
Electric Co., Salem, 

“First, let customers wait on them- 
selves when they will, by going in 
among the open-stock shelves and 
making their own selections. The 
help-yourself idea is now so common 
in certain classes of chain stores that 
they are used to it and don’t mind 
doing the same thing here. ‘The 
shelves are all open and the stock 
can be seen from the counter front, 
so there is not much temptation to 
try and get away with something. 
Also, in a comparatively small city 
such as this, practically all the cus- 
tomers are known to us personally. 


10 


AIDS FOR 
COUNTER 





Ray Gallagher of Eoff Electric Co., Salem, Ore., 
knows the counter game. Here’s how he oper- 


ates to save time for everybody. 


We have never traced any loss to 
this practice. Often, increased sales 
can be laid to it, because the customer 
in looking around sees things that 
he needs but had forgotten. 
“Second, make it a practice to 
finish up with each customer, once 
you start writing up the order, 
though a nod and a friendly word 
to the fellow waiting is called for. 
But getting more than one order 
started, in the hope of saving time, 
ends up in a jam as a rule. 
“Finally, in connection with the 
pick-ups that the customers and their 
messengers and truck men make dur- 
ing the day, and which are charge 
accounts, I don’t try to write up a 
separate order for each. We have 
a special form that is a memorandum 


of the sale. After the name and ad- 
dress of the customer is put on once, 
the pick-up items for that customer 
are added to the sheet until there is 
a fair-sized list. “The sheet is then 
turned over to the office and they are 
all priced and invoiced as a group. 
This saves time all around. Care 
is taken not to let the lists get too 
long. They should not cover more 
than a few days at the most, because 
the customer may forget the pur- 
chase and question the invoice. Gen- 
erally a sheet accumulates a fair list 
of items in a day or two.” 

This is not a large organization. 
Gallagher has two shipping clerks, 
one of whom acts as his understudy, 
helping out on the counter during 
spare time, also one delivery boy. 
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Soda bicarbona‘e is the travel- 
ing man’s best friend, says 
Dr. Lee H. Kiel. 


iE late Arnold Rothstein, gam- 
bler extraordinary, was always 
reluctant to walk past New York sky- 
scrapers. ‘“‘With so many windows 
up above you,” he explained, “the 
odds are terrific that somebody will 
be dropping something on your head.” 
This is nothing to the odds that 
beset the traveling salesman. He 
constantly has to adjust himself to 
different atmospheres and tempera- 
tures. He travels from dry hot re- 
gions to damp cold climates in the 
period of a week. He walks out of 
a wintry blast into a hot, smoke 
filled room. He is in daily contact 
with many people who have illnesses. 
When he catches a cold, he can’t stay 
in the same place until it’s cured. 
He has to keep right on with his 


work. Last of all, he has the most 
irregular, variegated diet in the 
world. 


Until football coaches started tak- 
ing care of husky players like so 
looking after your 
considered sissy. But 
the salesman, like the football player, 
has only so many minutes to do his 
stuff. During the rest of the twenty- 
four hours, if he’s smart, he should 
be in training for top form during 
those few minutes of contact. 

What should he do to keep well? 
At the cross roads of travel on this 
continent, stand Chicago and the 
Sherman Hotel. More traveling 


many babies, 


health was 





HOW TO KEEP WELL 


ON THE ROAD * 


SOME SANE ADVICE FROM 
THE PHYSICIAN OF CHI- 
CAGO'S SHERMAN HOTEL 


An interview with 
Tom F. Blackburn 


salesmen are said to stop there than 
any other tavern in the country. 
Dr. Lee H. Kiel has been house 
physician there for seventeen years 
and takes care of thousands of them. 
He know the genus homo travelien- 
He_ was. asked 
what are the most common. ailments 
from which traveling men, suffer. 


sis to an eyebrow. 


“There are three things a.whole- 


saler’s salesman should watch out 


for’, he said— 


l First is upset stomachs. If a 
man will take time to eat, and 
not bolt his food, he'll avoid most 
of this trouble. But he should al- 
ways carry soda bicarbonate with 
him, because the upset stomach usu- 
ally comes late at night when the 
When in 


three 


drug stores are closed. 
trouble 
things— 

A. Drink soda bicarbonate in hot 


from this cause do 




































water—a teaspoonful to a glass— 
one glass after another 


vomit. 


until you 
This will rinse the stomach 
and get rid of 
set it. 

B. Then drink soda bicarbonate— 


whatever has up- 


the same strength—in cold water, 
hourly, until the stomach is settled. 
C. If you are still sick, get a doctor. 


2 Almost as frequent as the upset 
stomach is the common cold, sore 
throat and cough, usually caused by 
temperature and 
The doctor’s pre- 


rapid changes of 

bad atmosphere. 

scription is: 

For Head Cold ~A. Drink 
bonate of soda three times a day. 
B. Take tablets as di- 
rected on the bottle. 

C. If the cold is bad stay in bed, 
drink fruit juices and rest, and 
if it does not 


bicar- 


rhinitis 


respond quickly, 
call in a doctor. 
D. Eat simple foods and not too 
much for a few days. 
For Sore Throat—A. Gargle every 
hour with one teaspoonful of bi- 
carbonate of soda and one teaspoon- 
table salt in a 
glass of hot water. 


ful of common 


B. Swab the throat several times 
a day with argarol. 
(Continued on page 79) 


With football coaches using these 
things on husky college boys it's 
only sense for the salesman to 
carry them along with him. 






















Kitchen exhaust fans banish fumes and 
heat—make this room always livable. 


Portable cooling and ventilating units 
do the trick in offices and living rooms. 





IR conditioning has not loomed 
large in the plans of electrical 
wholesalers up to now. But last 
year $75,000,000 was spent on these 
installations. Where do we come in? 
The whole market has been very 
much beclouded because the air con- 
ditioning people have done too good 
a job of selling. Everybody seems to 
have the idea that the only way to get 
summer comfort is to install an ex- 
pensive system for temperature and 
moisture control. And, of course, 
that is not so. 

The comfort needs of a large pro- 
portion of the homes and many busi- 
ness places will be well cared for, at 
least for a time, with much less than 
that. Kitchen exhaust fans, and at- 
tic ventilators will help banish sum- 
mer heat by circulation. Ventilation 
and portable cooling units will do the 
trick in many offices. Stores and 
factories can get what they want from 
air control. And gradually the use 
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THE INDOOR 
WEATHER 
MARKET 





HOW THE ELECTRICAL WHOLESALERS AND CON- 
TRACTORS FIT INTO AIR CONDITIONING TODAY 


of this partial relief will educate them 
to the value and profit in complete 
air conditioning. ‘hey will buy that 
later. 

So there is a vast field tor imme- 
diate business for the wholesaler’s 
salesman in this ventilation field and 
in the sale of room cooling units. It 
is a kind of business the contractor 
can handle, is handling. It is worth 
a lot more attention than most whole- 
salers’ salesmen are now giving it. 
Because the universal popularity of 
the air conditioning idea makes mod- 
ern ventilation easy to sell. 

The first thing to do is to wake up 
the contractors to this opportunity. 
It lies all around them—in all the 
buildings they have wired, for all the 


customers now on their books. ‘The 
trouble is that the contractor too has 
been thinking of air conditioning as 
something over his head. Show him 
that a large part of it lies right at 
his feet. Most contractors are all 
ready to take on some part of it right 
now .— 

1. If a contractor is doing only res- 
idence wiring, he should direct his 


(Continued on page 78) 





An Editorial Feature Section on the 
"Indoor Weather Market" appears in 
the February issue of Electrical Con- 
tracting. Reprints will be gladly sent 
to readers of The Wholesaler's Sales- 
man on request. This should be a good 
sales tool, when calling on contractors. 
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“ONLY A SALESMAN... 


NE day last November in Seattle, I lunched with an old school friend. 
We had not seen each other for twelve years. I asked about her 
children. The two girls are happily married. Bill is a succesful doctor. 
She is proud of him. He is the youngest. 
‘How about Byron?” I asked. Byron is her firstborn. 
‘Byron has not done so well,” she replied. ‘He’s only a salesman.” 
In spite of herself there was a note of disappointment in her voice. 
Somehow it went right to my heart. Here was Byron in the greatest 
calling there is and she did not realize it. She did not understand. 
“Good for Byron!” I said. “You know what I think of a doctor’s life. 
But after all the salesman has the more important job and makes the 
bigger contribution.” 
She was surprised 





and interested. I went to bat for Byron. 
“ ON’T you see,” I said. ‘“The doctor helps us when we are sick. God 

bless him! But the salesman really is the man who keeps this 
modern world a-turning. Our factories are busy, our farms prosper and 
our people fare as in no other nation, because he does his work so well. 
We are dependent on him for most of the good things of life. He is the 
ceaseless pioneer of everything that’s new and better. 

‘Who brought us the sewing machine?” I continued. “Who gave us 
the automobile, the refrigerator, the radio, air conditioning? Not the 
inventor. He just showed how to make them. Then the salesman took 
them, put them in stores, brought them to our homes and opened our eyes. 
He carried back orders and said—‘There! Now you can make them!’ 
And men were hired and factories were built and freight trains rolled and 
commerce increased and living standards improved. And the salesman 


did it. 


“A* invention is nothing of itself. A machine is nothing. A factory is 
nothing. A warehouse is nothing. A store is nothing. Only when a 
salesman makes people want things, do merchants sell things. Then life 
comes into industry and trade and the song of the reaper is heard in the 
land. Why even science is stalled without the salesman. For who brought 
serums to the doctors and sold them to the drug stores in every town? 

“No, Marie!’ I concluded. “Don’t think that Byron hasn’t done so 
well. He is the man who pays the wages and the salaries that support the 
world. And he is the shining knight of progress. I know it. And he 
knows it. You must know it too.” 

Then we talked of other things. But when she left she said—‘“Thank 
you for telling me—about Byron.” And there was a new light in her eye. 

Somehow that talk has lingered in my mind. And I keep wondering 
why these good salesmen fail to sell their wives and mothers on the dignity, 
the romance and the glory of their work. 








MODERN OUTLAY for Graybar’s Salt Lake City branch. Located at 245 South 
First West St. the building contains 20,000 sq. ft. of floor. with good facilities 
for warehousing, shipping and displaying. On opening day. Manager Kimberlin 
and cohorts entertained 2,000 visiting electrical men. 






THERE’S NOTHING like a good old fashioned picnic to get the gang and wives 
and kids mixed up for a lot of fun. Wetherbee Electric Co., Oklahoma City, 
brought the bunck together for a day of soft ball, three-legged races and food. 


of 


FIVE FINGERS must mean that Eddfe 
Bernhardt holds a five pounder. at 
was the total catch, Ed? When s not 
out pulling in the big ones, Bernhardt 


hustles around Chicago diggifig up or- 
ders for Steiner Electric. 
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THOSE SALESMEN GUYS never know when its time to go home. Well it was 
long past closing time when some of the salesmen of Lindley Electric Supply 
Co., Philadelphia, were sitting around listening to Bob Short of Apex give the 
cold dope. From the left, Lyle Short, Leslie Grand, Short and Al Wick. 


WITH THEIR MASCOT, some of the boys of the Poindexter Electric Co., Denver, 
gather in the doorway. C. J. Gilbert, vice president, holds the pup. Next is Bar- 
ney Potter, shipping man, C. J. Richards, president, Ed Hebert, shipping, and 
Harry Byrne, chief engineer. 





TO DALLAS goes Harold J. 
Fonda as district manager for 
Arrow - Hart & Hegeman. 
Fonda, for several years, has 
been connected with the com- 
pany’s sales force in various 
territories. He will cover the 
southwest from his headquar- 
ters at 3200 Main St. 



























ALONG 
SELLING 


ALL’S WELL for genial Tom Perkins, 
new business manager for the Inter- 
state Electric Co., Shreveport, La. Tom 
Qses that smile to help bring in new 
acéounts. It works—according to the 
evidénce we have here. 


5 CHAT HAMS 
ELECTRIC inc 


ALTOONA, PA. puts out the welcome 
mat for another wholesale house. 
Chathams Electric, Inc. opened its doors 
a short time ago at 1011 Green Ave. to 
wholesale supplies and small appili- 
ances in Altoona and vicinity. 


—— 


NEW HOME and 50 per cent more floor space for the Milner Electric Co., Cleve- 
land. It's a handy spot for loading. Also visiting contractors have plenty of 
space to park their cars when they’re making pick ups. 


NOPE, THEY’RE NOT all counter salesmen. That fellow at the left, Irving Sha- 
Piro, is a manufacturers’ agent and got behind the counter with some of the 
Boys at the Germantown Electric Supply Co., Philadelphia. Next to Shapiro is 
Myer Zorn, then Leon Prusack, Bob McKemey and Maurice Shugg. 


“NUTS TO THERMOMETERS” say the gents, but Mrs. Livingood respects the 
chilly blasts. This sextet is with the Graybar house at Reading, Pa. From the 
left: George Bauman, Fred Large, Mrs. Livingood, Russ Casey, Fred Hess and 
Clarence Leisey. They look able to handle the business. 


THREE MEN and a lass face the music. The young lady keeps the typewriter 
keys ringing at the Friedman Electric Co., Easton, Pa. Next to her is Louis Brown, 
who handles counter sales. W. H. Mutchler is a contractor as well as a picture- 
taking addict. The man looking upward to bigger and better business is—why 
ask it?—the boss, Simon Friedman. 


-, 
—* 





HE WANTED TO MAKE MORE MONEY! 


IF THEY WANT TERMS 
~HERE THEY ARE | 


ANOTHER SALESMAN'S EXPERIENCE THAT 
SHOWS THAT IDEAS BEAT OBJECTIVES 


HEN the manager told me one 
day to step out and sell the 
general line, I thought I might as well 
step high. I was particularly inter- 
ested in broadcasting equipment, so I 
proceeded to get acquainted with 
broadcasting owners, managers and 
especially the engineers. I wanted to 
interest them in our amplifier. 
There was one station particularly 
I wanted to sell. ‘The engineer be- 
came very friendly but informed me 
many times that the Boss was not in- 
terested in what we had to offer. I 
was just wasting my time, he said. 
He frankly admitted that in his 
opinion we had the best equipment 
and he would like to use it. But he 
reiterated that the Boss would have 
nothing to do with my company. We 
were too tough to do business with. 
It took me about six months to get 
the engineer to open up. But after 
finding out the reason why the Boss 
wouldn’t do business, I went to work. 
I returned the next morning, saw 
the engineer—and informed him that 
I could get 24 months for him to pay 
for the equipment (Where I didn’t 
know!) This was hot! He said to 
me: 





“How in hell did you ever get your 
company to do this?” 

“Easy” I said. “We're a real com- 
pany and not as tough as you think!” 

“The Boss will drop dead when I 
tell him this,” he said. 


“So what!” was my remark. “Go 
and tell him.” 
I called again the next day. The 


engineer said the deal was satisfactory 
to the Boss. 

“Great,” says I, “let’s go up and 
have him sign the order.” 

“Wait a minute,” 
neer. “I want to be sure on these 
terms.” I explained the terms again 
but added that we could go to a bank 
and get a loan. The engineer stared 


says the engi- 
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By 


H. G. Wipperman 
Graybar Electric Company, Buffalo 


He said, 

“You never mentioned a bank be- 
fore.” 

“Right” says I. “But I agreed to 
get you a 24 months deal and I will.” 

“The deal’s off. The Boss 
never stand for it.”’ 

“Why not? I'll 
agreed.” 

“Not with a bank, not so far as 
the Boss is concerned.” 


at me and his face got red. 


will 


go through as 


I finally persuaded the engineer to 
see the owner with me at once. He 
had sold him on our equipment and 
it was now only a matter of terms 
of payment—which I was ready for. 

The explained the 24 
months deal again to the owner but 
added that it would be necessary to 
finance the deal through a bank. The 
owner looked up at me, then at the 
engineer and said nothing. I reached 
down into my bag, withdrew all the 


engineer 








H. G. Wipperman 

necessary papers, contract, notes call- 
ing for a 25 per cent down payment, 
and on top, a simple proposal with 
the down payment and the amount of 
each note for six months with interest 
at 6 per cent. 

“Study this for a moment!” 

He took the papers and proceeded 
After a 


I said to the owner: 


to study the proposition. 
few minutes, he said: 

“Ts this the best you can do?” 

“Yes, Sir! This amplifier is the 
best on the market, your engineer is 
Your station needs it. 
And the improvement will make your 
station outstanding. 


sold on it. 


You will agree 
that the terms are reasonable and the 
down payment small. Why not sign 
them now and have the best?” 

I handed him my pen. He read 
the contract, checked the notes and 
signed. The engineer looked at me 
and said, “I’ll be damned!” 





Wipperman is 


This story wins a $25 Prize! 
Old Man Nimrod was a mighty 
hunter before the Lord. The 
Good Book says so. Well, so 
is Wipperman. 

Are you a Nimrod? 

If so, write us a letter. It's 
a Contest! Write us 500 to 1000 
words—how you sold a hard 
one—how you nailed him with 
a new idea. 





February’s Nimrod! 





Send in your letter with a 
good snapshot of yourself. The 
best letter each month gets $25. 
We pay $5, too, for others that 
we print. 
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T HE ‘‘T” in Tchoupitoulas Street 
is silent—like the aroma of 
roasting coffee, like the 
hour of siesta, down in languid old 
New Orleans. It is not far to the 
dungeon from which the pirate Jean 
LaFitte escaped to rouse his Bara- 
tarian bucaneers to the aid of Andrew 
Jackson, in his famous post-peace bat- 
tle with the British. Hard by is the 
Plaza de Armas—now Jackson 
Square—-with its bananas and mimosa 


Louisiann 


trees. 

But under the awnings of the 
wholesale district, there on Tchoup- 
itoulas, you find the Lighting Fixture 
and Electric Supply Company. And 
there sits general manager J. C. Du- 
pont, Jr., and there the languor ends 
and things are happening, in this busi- 
ness of electrical wholesaling. 


Andover and Yale 


This Dupont comes from Houma, 
La., where his family had an old 
mercantile establishment. He went 
to Andover, a year at Yale, then 
back home to Tulane, and out with 
a commerce degree in 1924. He took 
an auditing job with a New Orleans 
firm. There C. G. Justice, president 
of the Lighting Fixture Company, 


]. C. Dupont, Jr. New Orleans Wholesaler 
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saw him and liked his bright blue 
eyes and hired him. Their business 
was then 99 per cent fixtures. 

Pretty soon they bought up Light- 
ing Fixtures, Inc. over in Tampa. 
Dupont took hold as local branch 
manager there. He found the Tampa 
supply houses selling fixtures, so he 
added supplies and made it go. In 
1930 they moved him back to New 
Orleans to build up a supply line for 
the home office. 


Two Good Ideas 


Dupont had an idea—two ideas. 
First he carried no items that the 
house could not be proud of—out- 
standing names. Sometimes in the 
beginning it meant a real job of sell- 
ing the manufacturer—but he got 
them. Second he filled his orders— 
not so common as it sounds. 

“On the average order of twenty 
items,” he says, “it is usual jobbing 
practice to give prompt delivery on 
ten of them, and make the customer 
wait two or three weeks for the bal- 
ance. We carry everything we cat- 
alog. Furthermore, the catalog is 
printed on time, so that the trade 


HE WANTED TO MAKE MORE MONEY! 


MEN YOU 
SHOULD KN 


DUPONT 


OF TCHOUPITOULAS ST. 








HE MARRIED SUPPLIES TO 
FIXTURES AND ADDED GOOD 
MANAGEMENT 


can expect it. 


That’s an important 
detail often overlooked and one of 


the best salesmen we have is our 


catalog.” 
Red Light on Credit 


But that’s not all of it. A lot of 
his company’s success has come from 
their courage in flashing the red light 
on credit, too, Dupont points out. 
It takes courage not to sell! Last 
year charge offs were 4 of 1 per 
cent, losses 4 of 1 per cent. They 
had a merchandise turnover of 104 
times and an accounts receivable turn- 
over of 104 times. No siesta there. 

Dupont believes in new ideas. He 
takes on beginners as salesmen. He 
puts them behind the counter for two 
weeks, gives them a tour on the road 
with seasoned men and pushes them 
off the dock. He sells them on the 
value of their own thinking. And 
these salesmen are getting orders. 

New Orleans is a good place to 
work in if you have ideas. And it’s a 
grand place to play. Dupont does 90 
in golf, shoots quail in the canebrakes, 
ducks on the bayous. He does a bit of 
And Mardi 
comes along, everybody takes time out. 
But his best fun is being a whole- 


fishing. when Gras 


saler—and that’s the way he acts. 



















NO ORDINARY LADDER. This fellow 


of Brown Supply Co., St. Louis, is mak- 
ing use of the novel ladder to reach 
the upper shelves in the warehouse. 
It is novel in that the attachment at 
the top rests on the edge of two 
shelves. 


nt" ne 
tht a 





SHOW THEM. The bosses at B & B 
Electric Co., Cincinnati, Ohio, find that 
showing visitors what they have to 
sell is one of the best methods for 
increasing sales. A lighted appliance 
case pariially shown in the foreground, 
wall and easel type displays help dco 
the job. 





MANY A LAMP. This lamp exhibi’, 
when prominently placed in a front 
window of the Eoff Electric Co., Inc., 
Salem, Ore., aroused considerable pub- 
lic interest. Retailers to whom inquiries 
were directed naturally have a feel- 
ing of goodwill for the wholesaler who 
makes a display that brightens up 
business. 




















STOCKING CONDUIT. Strength, capacity and simplicity was what Eoff Electric 
Co., Inc., Salem, Oregon, wanted when they designed this conduit rack. One 
inch pipe with Ls and crosses were used in building a sectional rack that is 
50 feet long and capable of holding two cars of conduit. Each section is tied 
in front by a riser to the joist and at the back by being embedded in cement. 














‘I CAN GET IT 
FOR YOU WHOLESALE” 


THE SAME OLD SONG, ONLY MORE AND MORE JOIN IN 
THE CHORUS. HERE ARE SOME FACTS TO HELP FIGHT IT 





YOU'VE heard the saying 
y “What is the difference between 
a wise guy and a sap?” ‘The answer 
is that the sap pays retail prices. 

There appear to be fewer and 
fewer saps now days as more and 
more consumers are using devices for 
wholesale buying, or at least buying 
for less than retail prices. Unfortu- 
nately this sort of buying is most 
common in house furnishings—par- 
ticularly electrical appliances. It is, 
therefore, of concern to electrical 
wholesalers and their retail outlets. 

Nobody knows just how many 
electrical products are bought by con- 
sumers at so-called ‘‘wholesale”’ prices. 
Wholesalers in Chicago, Milwaukee, 
Pittsburgh, New York, and other 
found industrial 
organizations going out of their way 
to buy electrical household appliances 
of various kinds for employees at 
wholesale. It is estimated, in Chicago 
alone, that radio dealers have lost 


cities have large 


profits on anywhere from one to two 
million dollars worth of business. The 
purchase of other electrical appliances 
and products through “less than re- 
tail’ agencies must amount to millions 
of dollars a year. 

Common channels used by con- 
sumers in buying at less than retail 
prices are: 


1. Through the purchasing depart- 





ments of large and small manufac- 
turing plants, banks and institutions 
where the consumer is employed. 
2. Through commission brokers. 
3. Through factory buying clubs, 
generally sponsored by an employer 
of a larger number of consumers. 


Here is the way it works: 


Many banks, railroads, manufac- 

turing plants and other organi- 
zations permit their employees to 
make use of company facilities for 
buying at less than retail prices. The 
most common methods are: 

Purchases for employees handled 
through the purchasing department. 
By shopping in department and other 
stores, the employee secures the trade 
name, number, size, color model and 
other necessary information. The 
order is then placed with the pur- 
chasing agent, who in turn orders the 
article from a manufacturer. or 
wholesaler. Delivery is sometimes 
made to the employee’s home, when 
bulky involved, but 
usually ‘to the factory. The invoices 
are made out to the company and the 
employee makes his payment there. 


purchases are 


Some companies maintain “cooper- 
ative stores’ where goods are marked 
on a basis of cost plus sufficient mark- 


up to pay the operating expenses of 
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Frank W. Greusel of Greusel Distributing 
Co., Malwaukee, has lead several local 
campaigns against wholesale buying by 
consumers. 


the store. This expense consists 
chiefly of salaries to clerks, as the 
space occupied is furnished free by 
the company. Usually due to space 
limitations only small items are dis- 
played. The goods are billed to the 
company which in turn collects from 
the employee. Sometimes these stores 
are operated independently by em- 
ployee clubs and receive company 
encouragement and cooperation. 


The commission brokers, used by 

consumers in making individual 
purchases at less than retail prices, 
are usually located in office build- 
ings, operating as merchandising 
offices. Some display a limited stock 
of merchandise and have samples from 
which selections may be made. In 
most cases, however, the customer 
finds it necessary to visit department 
and specialty stores to determine defi- 
nitely what he wishes to purchase. 
He then gives his order to the broker 
specifying the size, model, color, etc., 
of the article desired. If a new cus- 
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To Meet the Problem: 
Negative Solution— 


1, Disregard and ignore it in the belief 
that the practices have always ex- 
isted, that they have not reached an 
alarming scale, that they are a prod- 
uct of the depression soon to dis- 
appear; and that consumers will be 
impressed by the disadvantages listed 
opposite and find buying at retail 
most satisfactory. 


Positive Solution— 


2, Retail stores can adopt a policy of 
meeting the prices af the less-than- 
retail outlets in the cases of cus- 
tomers who have access to such 
methods of buying. 


Wholesalers and retailers can co- 
operate in convincing manufacturers 
and other organizations that when 
they buy at less-than-retail for their 
employees they are injuring legiti- 
mate business men to whom they may 
themselves look for support. 


Manufacturers can take full advan- 
tage of the various state fair trade 
and other laws to curb and eliminate 
such unfair methods. 


tomer, he pays for the purchase in 
advance. If an old customer, pay- 
ment is required on receipt of goods. 
In some cases, a charge is made for 
delivery. Many deliveries are made 
to the customer by the wholesaler or 
manufacturer from whom the broker 
makes the purchase. 

These brokers operate with a very 
low overhead The space 
they occupy is small, rental is low. 
One or two people are able to care 
for the customer trade, resulting in 
a minimum Little or 
no stock is carried, so that the invest- 
ment is All 


expense. 


for salaries, 


small. sales are cash 


transactions, payable usually in ad- 
vance, with no returns or adjust- 
ments, so that there is no risk of bad 
debts. Consequently 
able to sell to consumers at 
greatly reduced prices and still make 
a substantial profit for themselves. 

Consumers usually learn of these 
brokers through 


these brokers 


are 


have 
patronized them, although there are 
which 
mail 


friends who 


cases in brokers have adver- 


tised by and otherwise. Some 
secure lists of marriage license appli- 
cants and send circulars to the pro- 
spective married couples, offering to 
save them money on their home fur- 
nishings. In retail 
calespeople are paid by brokers to de- 
liberately divert business from stores 


some _ instances, 


employing them by suggesting to cus- 
tomers that they patronize brokers. 


Buying clubs are frequently or- 

ganized, sometimes with the en- 
couragement of their employers, who 
permit the buying to be done for club 
members by company purchasing 
Other clubs arrange 
rebates granted on purchases by mem- 
bers from approved stores. A mem- 
bership fee is charged by these clubs, 


agents. for 


and shares of stock are sometimes sold 
at nominal prices. When this is done 
the club qualifies in most states as a 
consumers’ cooperative. On commod- 
ities with a fixed national price, club 
members pay the prevailing market 
price. The surplus resulting froim 
such purchasing operations is returned 
to consumers in the form of a patron- 
age dividend several times a year. 


In order to determine the actual 
prices paid for merchandise through 
some of the “less than retail’ agencies 
in New York City, in comparison 


Typical Quotations on Standard Electrical Appliances 
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Disadvantages When Consumers 
Buy at Wholesale: 


1, Cash must be paid when the goods 
are ordered or. received. 


2. The sale is usually final. There is not 
the freedom of adjustment and the 
guarantee of satisfaction provided by 
the high class retail store. — 


An extra charge is often made for 
delivery to the buyer's home. 


The customer is inconveniénced in 
making a selection, Retail stores must 
still be visited, the special buying 
contact must made, and fre- 
quently a trip to the vendor's show- 
room may also be necessary. The 
customer can seldom buy the in- 
spected article, rather he must de- 
pend upon a sample or description. 


Many concerns offering “less than 
= Rag gE 
s and over. 
who thinks he is getting 4 
———. The customer has to be sure 
of the article and of the prices avail- 
- able in legitimate retail stores. 


with prevailing retail prices, standard 
electrical appliances were shopped at 
different stores as well as at so-called 
“wholesale” outlets. This investiga- 
tion was made during 1937 but before 
the enforcement of the New York fair 
trade law, the Feld-Crawford Act. 
Unfortunately the field of electrical 
appliances has been greatly subjected 
to these various kinds of practices and 
therefore affords an interesting place 
such a study. Well known, 
branded items were surveyed since 


for 


most department stores and specialty 
stores carry them, and since they are 
The 
results of the investigation are shown 
in the table. 

The selling price suggested by the 


available at wholesale sources. 


manufacturers is quite generally ob- 
served by department stores. Savings 
to customers were possible through 
commission brokers and company pur- 
chasing departments, if the disadvan- 
tages of such were 


buying not 


considered. 


$109.80 $106.80 $109.80 [$109.80 | $93. 00-$98. 20 


$142. 50-$178. 00 
$90.65 | $97.10 ) $90.60 |...... | $122.50-$129.50 


$129.50 





From the legal side consumers buy- 
ing at wholesale present some interest- 
ing questions in the light of recent 
legislation. 





76.80 | 83.00} 76.80) 81.60 
$15.85 | $14.85 | $14.00 | $14.63 
$141.60 |$148. 10 |$127.00 |$161.00 

96 ($143.95 $149.50 [$167.25 
$10.99 | $10.67 $9.60 | ....., 


$86.40 
$21. 85-$22. 50 

$167. 00-$179.50 

$175. 00-$187. 95 
$12. 78-$14. 50 


$96.00 
$21.94-$22.50 
$179. 60 
$179..95-$194.95 
$12. 95-$16.00 





Buying clubs which can 























qualify as consumer cooperatives are 
protected by 





law. Other types of 
buying organizations, however, may 
encounter some difficulty in proving 























: ; e that they are not unfair competitors 
as be esses "ig ioe Vee te tie eee Geen Lenten doe eee to retail dealers in states with fair 


trade laws. 


. 
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We make a 
complete line of 


ELECTRICAL 
CONDUCTORS 


for every Industrial 
and Domestic purpose! 





aster Tire program with Ben Bernie and an all star 


MANUFACTURERS OF ELECTRICAL | 











at 7] 
j IS ONLY AS GOOD AS ITS 


INSULATION 




















nited States Rubber Compan 


| | 
ae United States Rubber Products, Inc., New York, N. Y. -=— 
WI ” 7 5 C A B ‘a S LINEMEN’S BLANKETS - SPLICING COMPOUND 
and TAPE - SWITCHBOARD MATTING 
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ON YOUR DOORSTEP 


SMALL APPLIANCES OFFER BIG MONEY 


LOT of wholesalers are edging 
A slowly up to an interesting sur- 
prise. They are about to discover an 
opportunity in small appliances that 
they have never really seen before. 
Here is some testimony from the sales- 
manager of a large midwest whole- 
sale house. It’s quite typical. He says: 

“We weren't especially aware of 
the ‘sugar and coffee’ type of mer- 
chandise which we had in small ap- 
pliances until two years ago. At that 
time we noticed the substantial sales 
increase made by one of our salesmen. 
It was so encouraging we figured if 
one man could better his sales record 
so materially, without specializing, 
the entire force could do a_ job 
through concerted effort. 

“So we pushed irons, toasters, clocks, 
waffle irons, mixers, I.E.S. lamps, 
roasters and several other items. The 
merchandise stays sold. It doesn’t re- 
quire a specialized sales crew. There 
is no service problem. And it’s a 
profitable year-around business.” 

Last year these wholesale boys who 


AS LONG AS MOST OF US CAN REMEMBER FLASHLIGHTS 


HAVE BEEN WITH US. 


AND THEY STILL SELL. 
6,000,000; 1936—7,800,000; 1937—9,000,000. 


1935— 
HOW ABOUT 


THE ROASTER? 1935—100,000; 1936—225,000; 1937—-250,000. 
THE COMBINED SALE OF COFFEE MAKERS AND PERCO- 


LATORS TELL THE SAME STORY. 
525,000; AND LAST YEAR 752,000 WERE SOLD. 


APPLIANCES ARE BIG! 


hustled small appliances actually en- 
joyed a sales increase of 35 per cent 
over 1936. They were in a big money 
game. One that amounted to $75,- 
000,000 by the time the old year was 
eased out. 

The future continues to be en- 
couraging. Markets are expanding 
for the wholesaler. Department 
stores, too—many of them so price- 
minded they couldn’t see a regular 
deal—are becoming aware that the 
public is ready to buy quality appli- 
ances. It is bringing better profits 
both to themselves and to the whole- 
salers. 

Specialty electrical stores also form 
a large market. According to the 
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1935—445,000; 1936— 


SMALL 


Department of Commerce there are 
more than 14,000 of these electrical 
specialty stores—an increase of 5,000 
Of these, 8,400 are in- 
dependents and bring in 48 per cent 
of the volume. Utilities with 3,900 
outlets get 32 per cent of the business. 
The chains, long the hoodoo in the 
wholesaler’s closet, 


since 1929. 


compose 9 per 
cent of the outlets and get 13 per cent 
of the sales which is scarcely enough 
to cause the wholesaler’s salesman to 
turn to Ovaltine. 

In addition to the department 
stores, utilities and electrical dealers— 
hardware, furniture, gift, jewelry 
and general stores are good bets for 
small appliances. Even this does not 
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HERE'S WHY 


1. Good margins 

2. Large market 

3. Year-around volume 
4. Stay sold 

5. Public acceptance 
6. No service problem 











cover the entire market, because al- 


most any type of retailer can do an 
appliance job if he wants to. Up in 
Minnesota, a small town undertaker 
has gone into the appliance game dur- 
ing his off moments and is doing right 
well. In Adrian, Michigan, an Olds- 
mobile dealer is in the appliance busi- 
ness and 


making more profit than 


from car selling. While shining up 


windshields, many independent gas 
station operators break out with a line 
of patter about small appliances. 


The small appliance game is gen- 


erally recognized as a year-around 
business. Right! In addition it en- 
joys two peak seasons—Christmas 


time and when June rolls around. 
Last 
women breezed down the aisles and 


vear, two million men and 


received a princely array of gifts. This 
June should see a number 
taking plunder. 
For once again their well-wishers will 


greater 
their vows and 
scurry around for suitable gifts. 

To get its share of all the business, 
the electrical industry should 
waving its flag of electrical-giving 
early in May. Wholesalers ought to 


begin 





be digging up orders tor the season 


the first of April. And they will do 
a better job if they give retailers a 
hand with displays and promotional 
material. “The sales manager of a 
large eastern house, who does an out- 


standing year-around small appliance 


|. Department stores 
Electrical dealers 
. Utilities 


nN 


Hardware stores 


. 


. Furniture houses 


General stores 


Gift shops 


3 
4 
5 
6 
7. Jewelry shops 
8 
9. Music stores 
0 


. Contractor-dealers 











job, makes this suggestion. 
“Show 


missing a good bet if they don’t fea- 


the dealers where they’re 


ture those electrical appliances that 
are continually paraded in newspapers 


and magazines. Also when a manu- 


facturer introduces a new line and 
spends thousands of dollars telling the 
story, dealers must be encouraged to 
take advantage of the effort and turn 
it into sales.” 

Another advantage to small appli- 
ance selling is that it offers added 
throwing the sales 


volume without 


routine out of gear. The boys who 


are handling the regular run of sup- 






. More intensive coverage 
. Sell new outlets 

. Carry samples 

. Suggest selling ideas 

. Give better service 


Cnt WN = 


. Hold sales meetings 











plies can do a good small appliance 
job. For instance an Illinois whole- 
saler says, “All our men except the 
heavy duty equipment salesmen have 

And 
making 
We find the men don’t have 


been selling small appliances. 
I mean selling them and 
money. 
to be specialists to move the smal! 
stuff. It’s a different set-up than sell- 
ing washers and refrigerators.” 

Still another point in favor of sell- 
ing small appliances is that it’s a 
live business. New 
continually come along to kick old 
ways of doing things out the window. 
Try to figure out how many old 
fashioned coffee pots faded out to the 


developments 


ash can when electric coftee makers 
And about the 
electric hand iron? For several years 


came along. how 
it has been in 94 per cent of the wired 
homes. But along comes an automatic 
And Bang! It 
takes hold and makes money for the 
wholesale boys. It fills a need. 

The holds 


toasters, clocks, roasters, fans, grills, 


iron—higher priced. 


same stor\ true for 


waflle irons, heating pads. “They are 


all money-makers. 





CURING A LITTLE 


“S' MIE buyers have a certain lit- 
KJ tle mean streak that can easily 
be taken out of them,” said E,. T., a 
radio distributor’s salesman who did 
not like to have his name given for 
fear ‘chickens might come home to 
roost. “I can give you an example 
that will The ‘Meanie’ 
was a department buyer for a large 


cover it. 
department store. I knew he had a 
requisition for me and all I had to do 
was to go and pick it up. 

“When I came in, I knew he saw 
me, but he didn’t so much as nod. 
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“MEAN STREAK" 


He got terribly busy on some little 
things. Then he had to contact the 
shipping boy. ‘Then he had to run 
over and contemplate some phase of 
the store display, in deep thought. 
He had eyes and ears for everybody 
I knew by 
then 


and everything but me. 
his sidelong glances now and 
that he saw me. 

walked out 
back for 
When I did come in again 


“In a few minutes | 
and did not 
hours. 


come three 


he said: 
‘Where did you go to in such a 











rush this morning? Didn’t you know 


that I had a requisition for you?’ 

“ “Qh,” I replied, ‘You were appar- 
ently pretty busy this morning, and I 
have to step too, in order to get a 
day’s work done. I had some other 
appointments to keep and I thought 
that if you had something for me it 
would keep a little while.’ 

“After that, he could at least see 
me and nod when | came in, ‘The 
point is that if ? 
they have that little 
streak and 
you let them get 
away with it a few 
times they will play 
it on you at every 
call.” 
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MOVE OVER BOYS and let us peek at 

that Crawford range. Harold Silver, 

head man, Paul Eben, salesman, and 

Paul Schwenk, store manager, of the 

Silver Electric Supply Co., Reading, Pa., 
line up in front. 


OCHILTREE VISITS G.E. Salesmen and 
executives of Ochiltree Electric, Pitts- 
burgh, at G.E.’s_ Bridgeport plant. 
The group stepped outside while the 
camera clicked. Front row: Dave Hays, 
G.E.; I. B. Bricker, A. O. Anderson, C. F. 
Simpson, G.E.; Pittsburgh District Spe- 
cialist; John Wich, G.E., Laundry Equip- 
ment Sales Manager: W. R. Davis: W. 
B. Kirby. Back row: C. F. Dailey, F. 
M. Burke, W. T. Miller, R. W. Foster, 
G. E. Mantick, A. Rosito, A. B. Krebs, 
F. L. Freeland, R. W. Evans, A. L. Tiss- 
ner, Jim White, G. E., Jim Arnett, G.E., 
W. V. Richardson, C. K. Skinner, G.E. 


NICE CATCH. Aaron Lippman, Newark 
radio parts wholesaler, proves that his 
tales about catching the big ones can 
stand the test. On a recent fishing trip 
with S. I. Cole, head of Aerovox as host, 
Lippman took the honors. Jack Simber- 
koff, right, of New York was runner up. 


SHIP AHOY! And ahoying off to Nas- 

sau and Havana went these lucky lads 

and gals. They're all Jersey dealers 

and wives who did an outstanding job 
for G. E. Supply. 


pas 


ERT: Og ee Se A SS 


“WHO IS NEXT?”, asks Announcer Ben 
Bezoff of station WKY, Oklahoma City. 
Ben is on the air three times a week 
doing a man-on-the-street program. 
Hales-Mullay, a distributing firm, pays 
ihe bill. The mike is set up in front of 
a different dealer’s store each program 
and is leading to sales. 





























BY SHOWING THEM HOW TO MAKE MONEY 
AND HELPING THEM TO GET STARTED 


oR a long time Phil Schaeffer, 
F°: the West Philadelphia Elec- 
tric Supply Co., had been talking to 
Frank 
to sell appliances. 
answer was. 

“Appliances? No, Phil, not in 
this neighborhood. The kind of 
people who live around here watch 
the papers and when they see a 
bargain, jump on a street car.” 

Presber runs the Gabell Electric 
Shop in Philadelphia and is ably 
assisted by his daughter, Virginia, 
four wiremen and a radio service 
man. He has always done a good 
contracting job but not on appliances. 


Presber, trying to get him 
Frank’s stock 


Schaeffer is a persistent sort of 
a bird and kept hammering away, 
until one fine day caught him in 
an extra good mood. 


28 


“What would you suggest we 
start with?’’, asked Presber. 

Phil replied that coffee makers 
ought to click. They did. And 
Presber made money. Then Schaef- 
fer sold him on the idea of hand- 
ling only one line of flashlights 
and batteries, a line that was well 
known and had public acceptance. 
These also moved and were fairly 
profitable and Frank began to think 
there might be something to the 
appliance game after all. 

Gradually Phil suggested more 
ideas and today the firm stocks a 
complete line of small appliances. 
Radio is the only major appliance 
that Frank will touch. 


HE WANTED TO MAKE MORE MONEY! 


Frank Presber, owner of Gabell Electric 
and his daughter, Virginia. They attribute 
much of their success to Phil's help. 


Working together, Schaeffer and 
Presber have continually developed 
good merchandising and advertising 
ideas, made use of manufacturers’ 
display material for the windows 
and the interior. Several times 
Presber has copped prizes offered 
for effective window displays by the 
local association. 

They also work up novel direct 
mail pieces, envelope stuffers and 
hand bills. This material always 
goes out when Gabell is putting on 
a drive. Recently they splashed the 
locality with material on lamps, with 
the result that the firm wound up 
in the prize winning class in the 


9g 
s 
| 
i 


local association drive. 

Not so many of the neighborhood 
ladies are hopping street cars these 
days to go downtown for electrical 
gadgets. They look first at Gabell’s 
and so naturally the shop is doing 
a good job and making money. 

Frank is enthusiastic about the 
cooperation given him by Schaef- 
fer. He “Phil Schaeffer 
makes suggestions, recommends 
new items and gives me practical 
ideas, both on wiring supplies and 
appliances. He keeps the stock in 
good shape, but doesn’t try to over- 
sell me. 

“Manufacturers are continually 
bringing out new lines and I want 
to learn what they’re all abcut. 
Phil knows it. He doesn’t come in 
with a picture and a catalogue and 
a lot of talk about what a money- 
maker the new line is. He goes 
farther than that. Old Phil, he 
brings in a sample so I can see 
what it looks like and how it works. 
It’s surprising how few salesmen 
carry samples with them.” 


Says, 
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unless you are lucky enough to be selling General Electric 
Heating Devices. 


Then, of course, you don’t just “drop in to say hello’—you spend 
profitable hours in warm stores. For writing out orders for many 
of the long list of General Electric Heating Devices does take time. 


Then too, you have the advantage of selling the complete ac- 
cepted line of Heating Devices. Your customers feel assured that 
each device you supply will be of the same high quality and 
competitively priced. 


General Electric Heating Devices are advertised in the 15 leading 

> National Monthly Magazines having a total circulation of over 
25.000,000 and an estimated readership of over one hundred 
million. Combine with this the many free sales promotion helps 
which General Electric supplies your dealers for local tie-in and 
you are bound to profit to the utmost. 








SALES HINT 
OF THE MONTH 








Show your dealers the com- 
plete set of General Electric 
Heating Device folders, and 
arrange for them to mail 
them to their customer lists. 








Then too, you should use all 
the free display materials to 
set up General Electric 
Heating Device Shops in 


GENERAL ELECTRIC every one of your dealer's 


stores. 
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WITH THE APPLIANCE PEOPLE 











Westinghouse To Locate 
Radio Division in Baltimore 


Westinghouse has acquired a mod 
ern manufacturing plant near Balti- 
more which will be used for the pro- 
duction of its radio lines formerly 
made at Chicopee Falls, Mass. An 
office building will be constructed ad- 
joining the factory. Officials expect 
the new quarters to be ready for oc- 


cupancy within six months. 


Walton Humidifier 
In Production At Utica 


Walton Laboratories, Inc., has opened 
plant at Utica, N. Y. for 
manufacture of a humidifier home, 
office and industrial use. The factory 
includes assembly departments, research 
and chemical laboratories, 


the 


a new 
for 


engineer- 


an 
ing department and business offices. 


Mackay Joins 
Canadian Radio Corp. 


George Mackay, well known in Ca- 
nadian appliance merchandising, has 
been named sales manager of the appli 
ance division of Canadian Radio Corp., 


Ltd. Only 37 years old, he has en 
joyed wide experience in both sales 
and manufacturing activities. 

He recently was managing director 
of ths Thor Canadian Co. Before that 


he was assistant general sales manager 
of the Canadian Studebaker Corp. The 
Canadian Radio Corp. holds exclusive 
manutacturing and distribution rights 
in Canada for Norge and Apex prod- 
ucts. In addition, the firm functions 
as the agency for the Rogers- 
makers of DeForest, 
Crosley, Majestic and Rogers radios. 


sales 


Majestic Corp., 








G. E. Promotes 
Ford and Pierce 


Stanley M. Ford has been appointed 
sales manager of the heating device 
‘tion of General Electric appli- 
ance and merchandise department, with 
headquarters at Bridgeport. He 
been with G. E. 1928. For 


sec the 
has 


since the 


past two years he has been at Bridge- 
port in the same department. Before 
that he was radio specialist in the 


Davenport and Minneapolis territories. 


Less than two months ago, A. E. 
Pierce was named manager of depart- 
ment and furniture store appliance 
sales, but has relinquished the job to 


His 


head the oil furnace sales division. 
office is at Bloomfield, N. i 3 


Warren-Norge 
Dealers Take To The Water 


nights last 
New York 
yrgot all about their appliance 
problems on a trip sponsored by War- 
ren-Norge Co., New York Norge distrib- 


For nine days and ten 
month, a group of lucky 


dealers fi 


TWO BRASS HATS of the F. B. Connelly Co., Seattle, get together to talk over their 


new line—Norge. 


W. R. McCurdy are at it seriously. 


Kenneth Connelly, right,—vice president and Sales Manager 





utors. They had a day at Nassau and 
two days browsing around Havana. C. 


B. Warren, Ed Frohlich, 


president ; 


sales manager and Fred Mullins, pro- 
motion manager, represented the dis- 


tributing firm. 


Steel City Takes 
Crosley Appliances 


The Steel City Appliance Co., Bir- 
mingham, has been appointed Crosley 
distributor for the of Alabama. 
Robert F. Hall is president and man- 
ager of Steel City. Herndon Thomas, 
formerly appliance manager at Beck & 
Gregg Hardware, Atlanta, is vice presi- 
dent in charge of sales. 

A short time from all 
parts of the state rambled into Birming- 
ham for Steel City’s open house at 
which time the new lines were pre- 
sented. George Lasley and W. T. White 
represented Crosley at the gathering. 


~ 


state 


dealers 


aZQo, 


Latham Shows 
Leonard ‘38 Line 


For three 


days last month, dealers 
of northern 


New Jersey 
Leonard’s ’38 refrigerator 
The meeting took place at the 
Newark branch of E. B. Latham & Co. 
Robert Downing, manager, had charge 
of the affair. The dealers also looked 
over Leonard’s advertising and promo- 


+ 


tion plans. 


sat In on a 
preview of 
line. 


Krich-Radisco 
Shows Kelvinator ‘38 Line 


\ large flock of dealers made their 
way to Newark last month to view the 
new line of Kelvinator refrigerators. 
The unveiling was sponsored by Krich- 
Radisco, Inc. and held in the 
auditorium. 


firm’s 


New Location 
For Pierce-Airo 


Pierce-Airo, Inc., makers of the De- 
wald line of radios, recently moved to 
larger quarters at 436 LaFayette St., 
New York. The company occupies two 
floors and has equipped the factory with 
fine lighting and modern production 
equipment. 


Kelvinator Opens 
California Factory Branch 


A short time ago Kelvinator swung 
open the doors of a factory branch at 
1027 N. Highland Ave., Los Angeles, 
T. J. McIntire manages the office. His 
side partners are: M. N. Fekete, ac- 
countant and office manager, and J. J. 
McQuade, credit manager. ~ 
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MR. WHOLESALER’S SALESMAN! 


’ M , TT wna ' 


‘If you are not 

— now SELLING 
LE.S. Portable 
Lamps you are 


missing an 
J Other Salesmen 


have found 


lamps a real 
opportunity tor 
=>.q oy-telonbelemael-)h ame 
income 


MITCHELL y MITCHELLES 
the tine thnk ia: is the only 


| 


HIGH QUALITY lamp line 


These lamps are made in a modern factory under expert super- 


vision by an organization that thinks in terms of its distributors wi th a real 


and therefore holds high respect for quality merchandise. 


DIVERSIFIED 


You will find an assortment of lamps in this line that not only 
represents the height in smartness and beauty but that have 
greatest appeal. You always have the right types when you 
sell MITCHELL. 


PRICED RIGHT 


We make lamps that will stand up under competition — prices 
that enable you to compete profitably against factories that 
sell direct to the trade. 


I. E. S. PORTABLE LAMPS ARE “NATURALS” 
FOR THE WHOLESALER’S SALESMEN 


Consider those many calls you make —the wide 
line of items you sell — then consider how easy it 
would be for you at the same time to sell lamps 
and add greatly to your net income — why over- 
look an item that is really such a “Major” Money- 
Maker. 


COOPERATION: 


We go the limit in helping you to sell 
not only to start with but right along, ‘ r SALESMayi / WRITE: 
season after season. We have a ) Lp ' ' 

beautiful catalog, in natural colors, 
on which your firm name is printed 
—we supply you with folders of 
various types, showing new items 
— we have complete electrotype and 
newspaper mat service available 
on Mitchell Lamps. 


wholesaler’s 




















Send today for com- 
plete details includ- 
ing booklets show- 
ing feature items of 
our line. 











MITCHELL MFG. COMPANY, 1550 Dayton St., Chicago, Ill. 
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Promotion For 
Ralph Cordiner Of G.E. 


Since December of °36, Ralph J. 
Cordiner has held down the job of 
assistant manager of General Electric’s 
appliance and merchandise department. 
In that job he was first aid to the 
manager, Charles E. Wilson. Mr. Wil- 
son continued this position as well as 
that of executive vice president until 
Cordiner’s recent promotion. 

In his new post, Cordiner has com- 
plete charge of all Electric 
appliance operations. He has headquar- 
ters at Bridgeport. A native of the 
Northwest, he graduated from Whitman 
College at Walla Walla, Wash. in 1922. 


3efore that 


General 


he was with the navy dur- 
ing the war. Following graduation, he 
became commercial district manager of 
the Pacific Power and Light Co. The 
same year he joined the Edison General 
Electric Appliance Co. at Portland. In 
1930 he became Pacific Coast division 
manager. His next hop was to Bridge- 
port. He went there in 1932 as manager 
of G.E.’s heating device section. In 
1935 he headed the radio division and 
the next year was made assistant head 
of the entire appliance department. 


Six Distributors Take 
Kelvinator Commercial Lines 


The following firms have just taken 


the Kelvinator commercial franchise: 
Edward A. Lutz, Inc., Pawtucket, R. I.: 
Sikeston Sales Co., Sikeston, Mo.: 


Electric Refrigeration Co., Danielson, 
Conn.; Sutterer Sales and Service Co.., 
Perryville, Mo.; The Plaut Cadden Co., 
Norwich, Conn.; and E. W. Swick 
Electrical Co., Torrington, Conn. 


Kadette Announces 
Five New Radio Models 


While a host of buyers were in Chi- 
cago early in January, the International 
Radio Corp. took advantage of the situa- 
tion and had five new models to show. 
W. K. Jackson, general sales manager, 
had his party in the Blackstone Hotel 
from the 9th to 15th. Highlight of the 
the “Thermodial’—designed to 
resemble a thermometer. 


sets is 


Kelvinator Tells Story 
To Eastern Distributors 


The latest dope on Kelvinator refrig- 
erators, ranges and washers was given 
recently to several eastern distributors 
by R. C. Cameron, S. C. Mitchell, M. 
S. Bandoli, Keith Saunders, V. J. Mc- 
Intyre, J. O.Neil, Don Murray and 
Larry Briggs. \ttending the two-day 
session at the Hotel New Yorker were 
representatives of E. A. Widermuth, 
Brooklyn; Krich-Radisco, Inc., Newark; 
Graybar Electric, \lbany Ga- 
rage Co., Albany; Bros. Co.. 
New Britain, 


Rosen Co.. 


Syracuse ; 
Rodcliffe 
Conn and 
Philadelphia 


Raymond 
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Geis Distributing 
For General Electric 


Geis, Inc., 


house, 


a newly organized Cincin- 
has taken on the distribution 
of G.E.’s major appliance lines in the 
Cincinnati territory. A. J. 
associated with 
for 20 years, 
W. Macy, 


secreta ry-treasurer. 


1 ati 
Geis, who 
Genera! 
heads the 


Was Electric 
new firm. H. 
G.E. graduate, is 
Harry W. Shelby, 
sales manager of 
has that job with Geis. 


another 


general 
Barger, Inc., 


The firm plans 


formerly 


to open a Dayton branch 
within a few, months. 

Magic-Aire In 
Cleaner Game 


On January 1, Magic-Aire, Inc., 
opened its doors at 1734 Ivanhoe Road, 
Cleveland. The new company takes 
over the production and distribution of 


the lines formerly manufactured by 
the Cleveland Suction Cleaner Co. At 
the present time, three models are be- 


ing produced. 


Frigidaire 
Goes On The Road 


yper preparations, three 
the road last month to 
take the Frigidaire story into the major 
marketing centers. Their job will be 
completed this month. The three crew 
leaders are: W. I. Buchanan, sales 
manager of laundry equipment; Lee A. 
Clark, household advertising- and _ pro- 
motion manager; and Ellsworth Gilbert, 
convention director and 
zone manager. 


\fter pri 


i 


‘rews took to 


east central 


Westinghouse At Frisco 
Adds to Showroom Space 


Westinghouse Electric & Mfg. Co. 


has added about 1000 sq.ft. to its office 


and display room in the Western Fur- 
niture Exchange and Merchandise 
Mart, San Francisco. During the 


Western Winter Market, January 24 
to 29, Westinghouse displayed its 1938 
line of electric kitchens and laundries. 








WHY GERTRUDE, you ought to know 
there is more dough playing with Spi- 
talny’s band than riding a bike that 


won't move! Well, Gertrude’s from 
Missouri, and peddled anyway. But 
the General Electric folks showed her 
that riding all day she could only de- 
velop a nickel’s worth of electricity 


Milnor Enters 
Conditioning Field 


L. T. Milnor, head of the Milnor 
Electric Co., Cincinnati, and Arthur 
Radke of the same firm, have gone into 
the air conditioning game. Their or- 
ganization is called the Milnor Air 
Conditioning Co. and represents Car- 
rier in Greater Cincinnati and 20 coun- 
ties in Ohio, Kentucky and Indiana. 

Milnor is president and treasurer of 
the new company. Radke, who is vice 
president and secretary, has been asso- 
ciated with Milnor for 18 years. El- 


wood A. Haas, for the past four years 
commercial manager of Barger, Inc., 
holds the same position in the new 


company. Garry Schultz is chief engi- 
neer and Robert Howard, installation 
manager. Offices are temporarily lo- 
cated in the Carew Tower. 





BEFORE THE MEETING. 


got his picture and left. 


Just before the visitors came in, the photographer 
Shown is part of the display the Independent Electric 


Co., Muskegon, Mich., had at the Pantlind Hotel, Grand Rapids, More than 150 
dealers attended the two-day show. Del C. Damm, sales manager, had charge. 
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large volume of this year’s electric 

appliance purchases will bemade 
by people with whom I stand high. I 
can influence many of them in your 
favor. That's why it should be impor- 
tant to you to know me better... to 
know all the advantages you get when 
I am working with you and for you. 


Millions of families have bought auto- 
mobiles, refrigerators, home laundry 
equipment and other electric appli- 
ances on the Commercial Credit Com- 
pany time payment plan. They 
have first hand knowledge of 
the fair and friendly treatment 
they get. When you offer them 
this same service in the finan- 
cing of electric appliances 
you have their confidence 
and good will from the start. 





RADIOS 
RANGES HEATING & AIR | 


Back of the scenes is the machinery 
that is of vital importance to you... 
careful credit investigation to prevent 
risky sales—speedy remittance of your 
money—an effective but frictionless 
collection system that relieves you of 
worry or embarrassment. 


With my help on the credit and 
financial side, you will be free to 
concentrate on selling and merchan- 
dising. That’s your main job. That's 
where your profits come from. 








1 


I'm the local manager for 
Commercial Credit Company. 
I have headquarters in 205 
offices in the principal cities 
of the United States and Can- 
ada... . Call on me freely for 
information and help. 





| CONDITIONING EQUIPMENT 


COMMERCIAL C 


COMMERCIAL BANKERS 
CONSOLIDATED CAPITAL 


A 


i, 


See 


REDIT COMPANY 


HEADQUARTERS: BALTIMORE 
AND SURPLUS $64,000,000 


SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 205 OFFICES IN THE UNITED STATES AND CANADA 
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PRODUCT S— 
TO SELL... 


an ae ee ee . 


HAND CLEANER 








FEATURES . Equipped with motor 
driven revolving brush which is metal 
covered. Mounted in self-lubricated si- 
lent bearings and adjustable to three 
positions to compensate bristle wear. 
Rubber covered handle, thumb 
trolled on-and-off switch. Nozzle rubber 
covered. Belt is controlled through 
snap-on plate on front of nozzle. DETAILS 
. . . Universal type motor automatically 
lubricated. 15-foot kinkless cord. Avail- 
able with blue or red and black bag. 
Catalogued as "Baby Grand’. Lists at 
$16.95. MADE BY ... The P. A. Geier 
Co., Cleveland. 


con- 


ELECTRIC RANGE 








FEATURES .. . Designed for large homes. 
Equipped with two separate G.E. Tripl- 
Ovens, each with capacity for two I5- 


34 





pound turkeys. Both ovens possess auto- 
matic interior lighting. Cooking top has 
six Calrod surface units, each equipped 
with indicator lights. Controls grouped 
on chrome switch panel on front of 


range. This is illuminated by lumiline 
lamp. Also contains two outlets. 
DETAILS . . . Warmer drawer located 


between ovens. Three storage compart- 
Five feet long, finished in white 
porcelain enamel, with top surface of 
Monel Metal. Catalogued as, ‘Imperial 
60". MADE BY ... General Electric Co., 
Nela Park, Cleveland. 


ments, 


COMBINATION RANGE 











FEATURES ... An electric range plus a 


large capacity circulating heater. Elec- 
tric and coal. DETAILS .. . 36 inches 
wide by 29 inches deep. Cooking top 
36 inches from the floor—over all height 
43 inches. Available section for electric 
surface cooking 19!/2 by 21 inches. Oven 
seamless construction, porcelain enam- 


eled, rock wool insulation. Surface 








dow” 





burners open type units. Standard finish 
white with black trim. MADE BY ... 
Crown Stove Works, 4627 W. 12th Place, 
Chicago, Ill. 





DC METER 





FEATURES . . . Developed for accurate 
measurements of ionic and electronic 
currents. Cannot be easily damaged or 


burned by overload currents. A self- 
contained, battery operated precision 
instrument, utilizing three RCA 1IB-4 
tubes. DETAILS ... \In current measure- 
ments it provides for twelve scale ranges 
for measurement to 10,000 micro- 
amperes. For voltage measurements, 
eight other scale ranges are provided. 
For resistance measurements, two scale 
ranges are provided. Conversion of the 
meter for the three forms of operation is 
accomplished by means of a selector 
switch, MADE BY ... RCA Mfa. Co.. 
Camden, N. J. 
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DAYLIGHT AFTER SUNDOWN 


The 
GUARDSMAN FAMILY! 


_ Today's accepted standard for efficient ligh ting 


Designed to avoid both direct and reflected glare 

. .. to eliminate shadows . . . to avoid eyestrain and 

relieve fatigue . . . to properly illuminate the entire 

lighted area with an evenly distributed light having 
Medel 2200 the texture of properly controlled daylight. 


List $13.50 Our advertising to business executives will make 
ready sales for you! Orders will be shipped Model 1575 
promptly. Pamphlet of actual installations avail- List $15.00 
able on request. 














Model 2242 —. 
List $11.00 yy = Model 2207 


List $15.75 Model 2202 


List $19.50 


and S. Robert Schwartz Div. EW 


FARIES MANUFACTURING CO. DECATUR, ILLINOIS 
i éé#$Q_ii i ee “NS a wee 
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SQUARE TUB WASHER 





FEATURES Large 23-gallon tub 
enameled with white porcelain inside 
and out, rubber cushioned, deep splash 
rim. Lid of rustproof galvanized steel, 
white enameled on top side and alumi- 
num bronze finished on underside, with 
rubber protector edge ring. Agitator 
removable invertible type. DETAILS... 
Mechanism sealed, patented ball-bearing 
drive. Powered with !/4 h.p., heavy duty 
motor, splash proof. Chassis mounted 
on large, easy-rolling rubber casters. 
Equipped with Lovell wringer. MADE BY 
. .. Crosley Radio Corp., Cincinnati. 


KITCHEN VENTILATOR 











FEATURES .. . Electrically driven cen- 
trifugal blower built into hood. Can be 
easily disassembled for cleaning. Utility 
light also in dome for lighting cooking 
surface of range. DETAILS . . . Hood 
of cold rolled steel, finished in white 
Dulux. Trimmings and vent pipe chrome 


finished. Available in three sizes. Each 
unit packed complete with instructions 
in single carton. MADE BY ... Dallas 
Engineering Co., 1115 Hall St., Dallas, 
Tex. 


OIL FURNACE 








FEATURES . Small oil furnace for 
homes where space is at a premium. 
Heats the house and supplies hot water 
using same method of burning oil as 
larger types. For steam, vapor or hot 
water heating systems or for indirect 
heating with air conditioners. DETAILS 
. . « Maximum rating at boiler outlet of 
100,000 b.t.u. per hour. Supplies 150- 
300 gallons of domestic hot water per 
day. Boiler of welded steel construction 
completely equipped. Controls include 
master control and integral flame de- 
tector, limit control mounted on do- 
mestic hot water coil housing. MADE 
BY . . . General Electric Co., 
Bloomfield, N. J. 


ELECTRIC CREAM FREEZER 








FEATURES ... Motor centered on tub. 
Two, four, and six quart sizes. Direct 
drive with all gears running in grease. 
Steel ring gear on drive shaft reduces 
tendency to bind which would be caused 
by salt brine crust. Can cover is cast 
unit, heavily tinned. Combination handle 
and lock. Approved by Underwriters 
Laboratory. DETAILS ... Furnished with 
6!/, ft. rubber covered cable and plug. 
Motor operated on 105-115 volts, a.c. 
Special voltages available at additional 
cost. MADE BY ...Conco Engineering 
Works, Mendota, Ill. 











AIR CIRCULATOR 





FEATURES . Cool-circle-ator table 
draws cool air from the floor and re- 
circulates it around the room. DETAILS 

. Finished in brown and ivory motif 
with removable top. All mechanical 
parts inclosed in ornamental grille. Light 
enough to carry. MADE BY ... Kisco 
Co., 4414 W. Papin St., St. Louis. 





BED LAMP 





FEATURES . . . Beam concentrated on 
reading matter, thereby leaving rest of 
room in darkness. Equipped with con- 
vex lens. Model 1400 (illustrated) 
clamps on bed. Fully adjustable. Switch 
fitted in clamp, which is felt lined. Model 
1401 is for table use. Also adjustable 
to any angle. Measures 12!/2” high. 
DETAILS . . . Both models furnished with 
6-ft. cord. Finishes—lacquered bronze, 
ivory or chrome. Use 25-watt bulb. 
MADE BY ... Mitchell Mfg. Co., 1550 
Dayton St., Chicago. 





RECORD CHANGER 





FEATURES ... Will play either eight 10” 
or eight 12” records. DETAILS . . 
Available in any current and also with 
crystal pick-up. MADE BY ... Gerrard 
Sales Corp., 17 Warren St., New York. 
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REFRIGERATOR 











FEATURES .. . De Luxe model, net food 
capacity 6.1 cubic feet. Total shelf area 
15.8 sq. ft. Refrigerated shelf for fast 
freezing, cold storage tray, Shelvador. 
DETAILS ... Electrosaver hermetic unit, 
crisper, storadrawer, porcelain food com- 
partments with acid-resisting bottom, 
automatic interior light, knee action door 
handle. Available with built-in 5-tube 
Crosley radio. MADE BY .. . Crosley 
Radio Corp., Cincinnati. 





TWO LINES 
SIGNAL 
AND 
COOL SPOT 


VACUUM CLEANER 





FEATURES . . . Two-speed air cooled ball 
bearing motor does not require oiling. 
Streamlined headlight equipped with 15- 
watt Mazda bulb. Radiv interference 
eliminator. Nozzle can be set in five posi- 
tions. Furniture protected by rubber 
band on base. DETAILS . . . Catalogue 
No. E440. Furnished with 25 ft. of rub- 
ber covered cord. Lists at $59.95. MADE 
BY . . . Landers, Frary & Clark, New 
Britain, Conn. 
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THIS IS THE POPULAR 
COOL SPOT MODEL NO. 360 


List $15.25 


Dependable performance, accepted appear- 
ance and moderate prices are outstanding 
characteristics of SIGNAL Fans. And, 
important is the fact they are a proven 
product. They have established for 
themselves, over a long period of 
years, and enviable reputation with 
both the buyer and seller. 


SIGNAL is recognized as a brand 


The name 


that is nationally known and which 
can be bought with absolute confi- 
SIGNAL Fans for 1938 are 
Every fan carries the 


dence. 
real values. 
SIGNAL guarantee, and approved 
by the Underwriters’ Laboratories. 


Write for 1938 merchandising 
program. 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


Offices in all Principal Cities 











Delco Fans Offer 


Delco Desk, Wall, Delco Northeaster 
®*and Ventilating *Desk, Wall, and 
Fans for the Quality Ventilating Fans for the 
Market Price Market 


Delco Aircirculators Delco Exhaust and 
*for the Business * Ventilating Fans for 
Market the Industrial Market 





—and are all built to give years of satisfactory 
care-free service. 

The new Delco line, with its added Exhaust and Venti- 
lating Fans and supplementary Aircirculator models, 


broadens your market and offers greater profit oppor- 
tunities than ever before. 


Send for the 1938 Catalog 


Find out for yourself about these new fans and the many 
helps Delco offers to build volume sales. 







Aircirculators—24” 30” 





Delco 10” 12” 16” 


Delco Northeaster 
, we we 

















FEATURES ... For broiling steaks, chops, 
fish, etc., or frying without use of fat. 
Cooks, bakes, boils, stews and has many 
other uses. DETAILS . . . Four sepa- 
rate parts: large aluminum bowl with 
Nichrome element, aluminum platter, 
wire grill and cord set with two-heat 
plug. MADE BY ... Stern-Brown, 42-24 
Orchard St., Long Island City, N. Y. 





REFRIGERATOR 























ot 





ee 


FEATURES .. . Self-contained "reach-in" 
refrigerator built for use in hospitals and 
other institutions, restaurants, small 
stores, and large residences. DETAILS 
. . « Thirty-five cubic feet of space. Ex- 
clusive forced connection system supplies 
refrigeration. This equipment is below 
compartments. Self-contained, requires 
no installation. MADE BY .. . Carrier 
Corp., Syracuse, N. Y. 





COFFEE BREWER 


FEATURES . . . Complete glass coffee 
brewer of standard restaurant type de- 


signed for home use. DETAILS . 
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2 Heat "Hi-Low electric units, patented 
Bakelite funnel holder, decanter cover, 
platinum striping. MADE BY ... Glass 
Coffee Brewer's Corp., 325 N. Wells St., 
Chicago. 





AUTO RADIO 





FEATURES . . . Spot tuning, eight-inch 
speaker, automatic volume control, 
“Adapto" broad range antenna system, 
installs easily over steering post. Matches 
all cars. DETAILS . . . eight tubes, rub- 
ber mounted 3-gang tuning condenser, 
push pull, beam power output, cold 
cathode rectifier tubes. List price $69.95 
complete. MADE BY .. . Galvin Manu- 
facturing Corp., 4545 Augusta Blvd., 
Chicago. 





REFRIGERATOR 





FEATURES ... Super storage space. De- 
signed to meet a wide range of special 
requirements. Occupies a minimum of 
floor space but is ample for the largest 
residence or medium—small restaurants. 
DETAILS ... Twin unit application. Dif- 
ferent temperatures can be maintained 
separately in the two compartments. 
Porcelain exterior finish, seamless porce- 
lain interior line, acid resisting bottom. 
Two fast freezing Sanalloy evaporators. 
"Built-in Watchmen" against thermal 
overload. Two built-in crisping pans, 
two Ejecto-Cube ice trays. MADE BY 
. . . Westinghouse Elec. & Mfg. Co., 
Mansfield, Ohio. 
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PLAN NOW 


There is a definite, tangible appeal in the 1938 
Diehl Fan line that can give you a fast-moving 
fan business. 







Diehl Fan simplicity of design and operation 
plus the established popularity of Diehl Fans 
among buyers of desk, wall and ceiling types 
and air circulators—for commercial and indus- 
trial service and domestic use from kitchen to 
attic—here is a selling combination that’s 
mighty hard to beat. 

















Added to this is a series of quick-acting sales 
helps that will not only grab prospects off the 
street and bring them into your store, but will 
also help you close sales. 








Plan now to get your share of the profits from 
this extensive Diehl Fan line for 1938. Write 
for your copy of the Diehl 1938 Fan Catalog 
Number 49 and merchandising program to 
Diehl Manufacturing Co., Electrical Division of 
The Singer Manufacturing Co., Elizabethport, 
New Jersey 
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Full page in four colors 
featured in the American 
Weekly starting April 24. 


PREMIER PR30 


Regular Price 


$49.50 


In Premier's Special Spring 
Housecleaning Offer 


$39.50 


with old cleaner 
Prices slightly higher west 
of the Rockies 
Get your name listed in 
the American Weekly ad" 
and Profit with Premier. 





PR 


To dealers who want 
to get their vacuum cleaner 
business back on a quality 
basis...and that means a 
profit basis ... Premier has an 
interesting offer. 


We have a training method 
that will enable you to com- 
pete successfully against the 
“price, price, price’’ compe- 
tition which you find every- 
where today. 


Is it worth while? We would 


EMIER 


Electric Vacuum Cleaner Co., Inc., 


like to submit the record of 
what Premier dealers are 
doing to show you whether it 
is or not. Premier quality is 
enabling them to make money. 
Premier quality enables you 
to offer price appeals that are 
real bargains! Premier is em- 
barking upon the most com- 
pelling advertising program 
in Premier history. You ought 
to get the story. Write now for 
full details and complete ex- 
planation of our ‘Training for 
Money” offer. 


ONE OF AMERICA’S LARGEST- 
SELLING AND BEST-KNOWN 


VACUUM CLEANERS 


Cleveland, Ohio 


THE WHOLESALER’S SALESMAN — February 1938 













MIDGET ELECTRIC DRILL 





FEATURES ... Easily controlled with one 
hand. Light in weight—2!/, lbs. Ca- 
pacity—!/4” in steel. Die cast aluminum 
shell houses motor which is equipped 
with ball bearing armature running in 
horse shoe field. Helical gears made of 
heat treated chrome molybdenum steel. 
Spindle runs in oilite bearing, and is 
equipped with ball thrust bearing. Air 
flow around vital parts assures cool op- 
erating temperatures. DETAILS ... Uni- 
versal motor. Voltages—I!10 or 220. 
Switch—double pole fully enclosed. 
Cord and plug—l0O ft. rubber covered 
three wire and rubber plug. No load 
speed — 1600 r.p.m. Full load — 875 
r.p.m. Overall length, 8”; girth—9!/2”. 
Catalogued as “Dyno-Mite."" MADE BY 
... Millers Falls Co., Greenfield, Mass. 


WEATHERPROOF SOCKET 





FEATURES . . . Made of soft black rub- 
ber to be used in temporary work. Strip- 
ping, soldering or tapping of wires not 






NEW 


PRODUCTS 
71O@ S$BEh- « « 


“Boss, if I'm really fire 


necessary. To assemble, place wires on 
terminal points then cap is screwed 
down. DETAILS ... Packed 20 to car- 
ton. Standard package 200. MADE BY 
. . » Rodale Mfg. Co., Inc., Emaus, Pa. 





WINDOW DISPLAY SWITCH 


WAVE YOUR HAND 
INFRONT OF THIS 
sPoT 





FEATURES . . . Unit actuates electrical 
device at wave of onlooker's hand. Main 
function is for lighting window at night. 
Sign in window is surrounded by field 
of radio waves penetrating six inches 
through window. By waving hand in 
front of spot, action is started. Action 
stops when hand withdrawn. DETAILS 
. . . Unit measures 7” x 7” x 7”. Alumi- 
num rod extending from base—20” high. 
Power supply—I 10-120 volts, a.c. or d.c. 
Load capacity—I50 to 1000 watts at 
115 volts. MADE BY .. . Teletouch 
Magic Mirror Corp., 37 W. 54th St., 
New York. 


FLASHLIGHT 





A441 me f 
(digs ome fy 


GN an 
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d, these globes are slipP 


FEATURES Solid copper. Two- 
cell focusing. Positive 3-position safety 
lock switch, folding hanger, octagon non- 
rolling recessed lens ring, bulb shock ab- 
sorber and candle light feature. Ap- 
proximate range of 500 ft. DETAILS 
. - « Furnished in counter display which 
holds six lights. MADE BY . . . Win- 
chester Repeating Arms Co., New 
Haven, Conn. 





LUMINAIRE 





FEATURES ... Wide distribution of light 
makes it desirable for low ceilings. 
Aluminum hemisphere inserted in the 
bottom of ivory-finished Vitrolux enamel 
reflector allows small amount of light to 
trickle out around edges. DETAILS... 
Modern in design. Either silvered bowl 
lamp or Standard Mazda lamp can be 
used with it. Aurora model. MADE BY 
. . « Smoot-Holman Co., Inglewood, Cal. 
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—— TRANSMISSION INSTRUMENT 


FEATURES Primarily for remote 
measurement of process variables in at- 
mospheres containing explosive gases, 
where electrical measurement is not per- 
missible. DETAILS . . . Consists essen- 
tially of transmitting indicating instru- 
ment at point of operation and receiver 
at remote master control board. MADE 
BY ... The Brown Instrument Co., Phila- 
delphia, Pa. 


SAFETY FLARE 





FEATURES . . . Provides powerful red 
beam of light from any position. Can 
be readily seen even when tipped over 
on highway. DETAILS ... Flasher type 
switch can be set for either steady burn- 
ing or flashing signals. Operates for a 
minimum of !2 hours on a Burgess 6-volt 
lantern battery. MADE BY .. . Burgess 
Battery Company, Freeport, Ill. 


PORTABLE SAW 





FEATURES ... Telescoping guard covers 
blade at all times, except when actually 
cutting. Inner guard, mounted on ball 
bearings, opens as saw advances and 
springs closed when cutting finished. 
Two-pole, instant release switch mounted 
inside grip avoids accidental turning-on 
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and cuts off immediately when grasp is 
released. Seven-inch blade with 234” 
maximum depth of cut. Depth adjust- 
able. Saw table can be tilted for angle 
or bevel cutting and locked at any angle 
from 0 to 45 degrees. DETAILS .. . Di- 
ameter of spindle—I!/g”; speed, no load 
—3,200 r.p.m., with full load, 2,200 r.p.m. 
Net Weight—1734 Ibs. Universal motor 
operates on 110 volts, also available for 
220 or 250 volts. MADE BY ... The 
Black & Decker Mfg. Co., Towson, Md. 


D-C STARTER 





FEATURES .. . Especially designed for 
mining industry. Provides two-point ac- 
celeration for constant speed motors, 
shunt or compound wound, rated one to 
10 H.P., up to 600 volts. Thermal and 
instantaneous over-load protection, ex- 
ternally operated line switch and field 
adjustment rheostat to compensate for 
line variations are included. DETAILS ... 
Mechanism protected from dust, moist- 
ure and corrosion by cadmium plated 
enclosing case. Number CR4061-clb. 
MADE BY ... General Electric Co., 
Schenectady. 


FUSELESS SERVICE SWITCH 


FEATURES . . . 60-ampere fuseless main 
service switch. Main switch operated 
from outside the case in same manner 
as a toggle switch on lighting circuits. 
Silver-to-silver contacts of main switch 


insure easy operation and high current- 
carrying efficiency. Can be installed in 
normal or inverted positions. In either 
case, door over fuses stays opened or 
closed, as desired, and ‘on and "off" 
indications read correctly. Sixty-ampere 
terminals have solderless connectors. 
Terminals isolated by porcelain barriers. 
Fuses can be tested without interruption. 
DETAILS .. . Available in either flush or 
surface mounting types. Catalogued as 
4334 HI7." MADE BY . . . Cutler-Ham- 
mer, Inc., 476 N. 12th St., Milwaukee. 


HOME FLOODLIGHT 





FEATURES ... For use around homes or 
small business establishments. Mounted 
on swivel bracket which can be shifted 
to any desired angle vertically and 
through full circle horizontally. Reflector 
lifts off supporting screws without use of 
tools. DETAILS ... Available in 100 or 
200 watt sizes, with 8” and 10” seamless 
steel, weatherproof reflectors finished in 
porcelain enamel. Pearl gray outside, 
white inside. Furnished with weather- 


proof cord and plug. Called "Variety- 
Lite". MADE BY ... Benjamin Electric 
Mfg. Co., Des Plaines, Ill. 


DRY CELL BATTERY 





FEATURES . . . Moulded insulator top 
prevents accidental shorting, is locked in, 
spun down in each zinc container, firmly 
sealing under pressure a paraffin-soaked 
insulator washer against upper zinc 
shoulder of battery. Batteries dated. 
DETAILS . . . Cupped bottom washer 
centralizes core and insulates bottom of 
zinc container, preventing corrosive ac- 
tion. Waterproof washer protects cap 
from corrosion. MADE BY .. . Bond 
Electric Corp., New Haven, Conn. 
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Whenever someone or something attains a high position 
of leadership ... you will find upon close examination 
that one of the chief elements of that success is CHARAC- 
TER. And, to be more specific, the respect enjoyed in 
the industry by Bull Dog Electric Products Company, 
can be attributed, we believe, to the character of Bull Dog 
Products . . . to the character of the entire makeup of the 
organization. Trustworthiness ... unswerving loyalty to 
an ideal . .. a firm desire to produce a better product... 
all motivated by the desire to serve you better. Thus we 
describe that intangible something in Bull Dog Electric 
Products called CHARACTER. 


BULL DOG ELECTRIC PRODUCTS CO. 


DETROIT « MICHIGAN 


Bull Dog Electric Products of Canada Ltd., Toronto, Ontario 


PRODUCTS ° POLICY ° PERSONNEL 
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TEMPERATURE CONTROL 



































FEATURES . . . Tamper proof. Control 
knob and scale plate are removed from 
outside of enclosing case. Range ad- 
justments can be made only by removing 
case as shown in illustration. DETAILS 

. . Addition to manufacturers’ line of 
air switch controls. MADE BY ... Jef- 
ferson Electric Co., Bellwood, Ill. 





BAKELITE TAP 





FEATURES . . . Streamline design. Con- 
tains three outlets to receive three flat 
caps or two standard round caps. Of 
one screw assemble with metal reinforce- 
ment plate. DETAILS . . . Adaptable for 
either table use or baseboard mount- 
ing. MADE BY ... Eagle Electric Mfg. 
Co., 59 Hall St., Brooklyn, N. Y. 





CONTROL STATION 

















FEATURES .. . Available in surface and 
flush types. Push button mechanism can 
be mounted in combinations of one to 
ten buttons. Equipped with set of nor- 
mally open and closed double break, 
silver alloy contacts. Two and three-way 
selector switches and pilot lights on same 
base and interchangeable with push but- 





tions. Surface type has knockouts on top 
and bottom. Cover removable for easy 
wiring. Flush type available in combina- 
tions of one to five units. Can be ar- 
ranged for wiring from front or back. 
DETAILS . . . Maximum a.c. rating of 10 
amp.; 110, 220, 440 or 550 volts. Maxi- 
mum d.c. rating of 2.5 amp., 115 volts; 
1.25 amp., 230 volts; 0.25 amp., 550 volts. 
MADE BY ... Allen-Bradley Co., 1311 
S. First St., Milwaukee. 


ELECTRIC DRILL 
























FEATURES . . . Weight and size ap- 
proximately one-half that of former 
standards for half-inch capacity drills. 
Strength or power not sacrificed. De- 
signed for continuous duty on produc- 
tion. Streamlined design. Makes it ac- 
cessible for usually hard-to-get-in places. 
Constructed so great pressure can be 
applied without fear of taking armature 
out of line. DETAILS . . . Weight — 
9 Ibs. Length—12” overall. Free speed 
—450 r.p.m. Full load speed—300 r.p.m. 
Capacity—'/2”. Equipped with '/2” Ja- 
cobs chuck, spade handle, lever type 
side switch handle and 10 ft. three con- 
ductor moulded rubber cable. Universal 
motor operates on 110 or 220 volts. 
Catalogued as ‘Thor U44."" MADE BY 
. « « Independent Pneumatic Tool Co., 
600 Jackson Blvd., Chicago. 





STEAM UNIT HEATER 























FEATURES Rating of 61 ft. of 
equivalent direct radiation and a capac- 
ity of 14,640 BTU when operating on 
two pounds of steam pressure with enter- 
ing air temperature of 60 degree. Pro- 
peller fan has capacity of 440 cubic feet 
per minute. DETAILS ... Casing dimen- 
sions, 10” wide, 13'/2” high, 7!/.” deep. 
Two speed controlled motor consumes 47 
watts. Finish of unit—golden bronze, 











crackle.. MADE BY... Aufoyent Fan & 
Blower Co., 1817-21 N. Kostnet Ave., 
Chicago. 


COIL WINDING HEAD 


f. 
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FEATURES .. . For making coils from 
4” x 134” up to 8A.” x 6/2”. Can be 
used on face plate of any lathe having 
12” swing or larger or on other turning 
devices. On small lathes can be at- 
tached to outer end of headstock spindle. 
Easily adjusted. Consists of machined 
base and two cross arms to insure rapid 
and accurate setting. DETAILS .. . Six 
spaces on spindles for coils. Open con- 
struction allows operator to wind all six 
coils in series, eliminating the necessity 
of soldering and taping joints. MADE 
BY . . . Ideal Commutator Dresser Co., 
Sycamore, Ill. 





BATTERY CHARGER 

































iil 


FEATURES . . . For charging large 
capacity batteries. Requires no special 
foundation, so mountable in any location 
or on rubber-tired wheels. Operates on 
three phase, 220 volt line. Average 
charging rate about 100 amperes for a 
lead-acid battery of 16 cells, or a nickel- 
iron battery of 25 cells. Other sizes 
available. Commutator, brush and bear- 
ing maintenance eliminated. DETAILS 
. + « Transformer housed in metal base. 
Above transformer is three-gang cen- 
trifugal blower directly driven by ball- 
bearing motor. MADE BY ... The B-L 
Electric Mfg. Co., 19th and Washington 
Ave., St. Louis. 
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YEAR after YEAR .. . trico prop- 


UCTS continue to increise in demand, and the salesman 
who features TRICO gets the ‘ cream" every time. He 
strengthens his dealer relations, makes new customers, 
ons steadily builds volume, prestige, and profit for him- 
$s o 


Every TRICO product is outstandingly different — exclu- 
sive —in a class of its own. It has that “ something " 
that always gives you the edge on the other fellow. That 
** something ** covers a multitude of “plus values’ of 
benefit to you and your customers. 


It's TRICO's enviable reputation for quality—the national advertising pres- 
tige—efficient field staff—and the "THRU THE WHOLESALER” policy that 
should prompt you, too, to say "I'M SELLING TRICO FROM NOW ON.” 





GENERAL OFFICES 
TRICO FUSE MFG. CO, 
MILWAUKEE, WIS., U. S. A. 
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New Address 
For Tri-State Supply 


Tri-State Supply Corp., Los Angeles, 
has picked up and moved to 544 S. San 
Pedro St. Their mail formerly reached 
them at 722 Towne Ave. The firm repre- 
sents Essex Wire, Ohio Carbon, Para- 
nite Wire, P. D. George Co., Homer 
Commutator and New Jersey Wood 
Finishing in the states of California, 
Nevada and Arizona. 


Yes, There Are Two 
Interstate Electrics But— 


It’s sort of like our friend Shakes- 
peare’s Comedy of Errors. There are 
two Interstate Electric Companies. One 
is in New Orleans. The other is in 
the same state, but located at Shreve- 
port. Once in a while strangers get them 
all mixed up, like the mistaken twins in 
William’s interesting play. 

These are separate and distinct firms. 
Interstate at New Orleans has had the 
same management for years. About 
three years ago, Interstate at Shreveport 
was purchased by the Querbes family 
and some of the employees. 


New Graybar Jobs For 
Harkins, Wallace, Litchfield, Antrim 


R. J. Harkins, who 
paycheck from Western Electric back 
in 1916 and has been coming right 
along ever since, has been named man- 
ager of Graybar’s Milwaukee house. He 
succeeds Claude Matthews who 
transferred to Boston. 

Douglas Wallace has been named 
manager of the newly opened Jackson- 
ville house. This is a district office and 
has supervision over branches at Sa- 
vannah, Miami, Orlando and 
Wallace joined Graybar in 
assistant accountant at Seattle. 


R. C. Litchfield and G, A. 


drew his first 


Was 


Tampa. 
1922 as 


Antrim 


46 


named assistant general 


merchandising managers of the general 
office. Litchfield joined Graybar in 1923 
as an accounting student. Antrim has 
been with the merchandising department 
since 1928, but he joined Graybar in 
1904 as a stock clerk at Kansas City. 


have been 


Job Changes At 
Incandescent Supply 


Men are on the move at the Incan- 
descent Supply Co., Francisco 
Milton McCarthy has been taken off the 
counter to call on the contractors in the 
city. Brandon McCarthy has_ been 
moved to the Oakland house, where he 
has charge of stock. Neagle, 
formerly pickup buyer, has been pro- 
moted to assistant to Al Phillips, supply 
manager. Ralph Ninnis has been added 
to the sales force, covering part of the 
San Joaquin Valley. Herman Pass, 
formerly in Chicago, has been moved 


San 


George 


to Frisco to become a counter salesman. 


Don Droll Joins 
Wheeling Steel at New York 


D. W. Droll, who has headed conduit 
sales for Clayton Mark & Co., for sev- 
eral years has resigned to associate with 
the Wheeling Steel Corp. at New York. 
E. L. Wyman, executive vice president 
of Clayton Mark, has assumed the duties 
formerly handled by Droll. 


Westinghouse Fellowship 
Established At Mellon Institute 


Westinghouse Electric & Mfg. Co. 
has established an industrial fellowship 
at the Mellon Institute, Pittsburgh, for 
the study in the field of dielectrics and 
electrical insulation. 

Dr. Robert N. Wenzel, a member of 
Mellon’s research staff since 1927, 
been appointed head of the project. He 
is a graduate of the chemical engineer- 
ing department of Stanford University. 


has 


I 


THREE DEPARTMENTS are represented 
by this threesome of the hard-hitting 
Chown Electric Co., Portland, Ore. They 
are C. B. Harrison who sells in the city 
territory, W. E. Chown who runs the 
firm and F. W. Johnson the buyer. 


HOUSE SALESMAN. Harry St. John is 
house salesman for the Interstate Elec- 
tric Co., Shreveport, La. He knows the 
game, for he was in contracting work 
for many years at Monroe, La. and 
talks the language. 


WESTERN NORTH CAROLINA. That's 
where H. G. Craft travels for the Mill- 
Power Supply Co., Charlotte. Craft just 
got on the road a short time ago. The 
grin of content says he likes it. He 
has been with Mill Power for 13 years 
—almost a vet. 
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“In selling Trumbull Magnetic Switches, | 
ure in particular 


wes 


have found there's one feat 
that rates “tops” with contractors, engineers 
and that is that all parts 





and maintenance men, 
__ including magnetic coils . . 
from the front, easily inspecte 


_. . making maintenance nO pro 


_ are accessible 


d or removed im? 
blem at all.” 





“Yes, and another feature that registers is the 
lazed black orcelain 


use of non-carbonizin 
mulation of 


bases that prevent dangerous accu 
dust or carbon and guarantee against flashover. 
This entire starter mechanism is mounted on @ 
single steel back plate. - - removable as 4 


. *-* ua 
unit for easy wiring. 


“Identified control terminals for leads to push- 
button stations prevent errors in wiring. And 
don't forget that the handsome, round cornered, 
gray-enameled steel boxes have the “eye 
appeal’ that's a mighty important point in 


modern installations.” 
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THERE IS NO SUBSTITUTE FOR F 











INT MATHILDA, who used to mark all 
rr pies, “TM,” regardless of their 
ling, explaining that either 
ince or *taint mince,” reminds us of 
me people in the electrical business. 
Equally inconsistent are those who 
fer to just any wire that happens 
have some flame-retarding, mois- 
re-resisting qualities as “Safecote.” 
is is a whimsicality to say the least. 


s Aunt Mathilda 
ould say—“’taint” 


not by a jugful. 
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U. S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 1,765,000 
1,798,486 1,410,790 1,536,549 


OTHER PATENTS PENDING 








INSIST UPON GENUINE SAFECOTE 
FOR YOUR PROTECTION © 


SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUEST 


GEORGE Cc RICHARDS LICENSOR'S AGENT 
155 EAST 44th STREET NEW YORK a i | 


“Safecote” is a trademark used by 
leading wire manufacturers who 
tis make Safecote Electrical Conductors 
to definite Performance Specifica- 
tions under the supervision of the 
Safecote Laboratories. 
Flame-retarding, moisture -resist- 
ing, fishable—are only some of sev- 
eral Safecote “musts.” When you 
specify “Safecote” wire, make sure 


that you get genuine 
Safecote. It is labelled 
with this trademark. 


CONDUCTORS 








Cutler-Hammer Opens 
Factory in Canada 


Canadian Cutler-Hammer Ltd. has 
opened its doors at 384 Pape Ave., 
Toronto, for the manufacture of motor 
and control products. The company is 
a subsidiary of the Amalgamated Elec- 
tric Corp., Ltd., which provides the 
manufacturing facilities. 

Northern Electric Co. of Canada, for 
many years the principal distributor for 
Cutler-Hammer in Canada, continues 
to handle distribution. 


Everson Digs In— 
Gets A Glass-Brick Building 


Last fall the workmen completed the 
final touches on the streamlined home of 
the Everson Electric Co., Allentown, 
Pa. It is of glass brick construction. 
And as far as we know is the first of 
its type to enter into the electric whole- 
saling ranks. 

Located at 1118-26 Union Blvd. it 
has the advantage of being situated out 
in the open where parking is no prob- 
lem. Further it lies midway between 
3ethlehem and Allentown, so two large 
markets can be quickly reached. 

The building consists of one floor and 
a basement and contains 8,000 square 

feet of floor space. 


Fig’) 


The design is such 
that it can be en- 
larged as more space 
is required. 


THE’ BOSS, Walter 
Everson started in as 
a salesman some years 
ago with a Philadel- 
phia wholesaler. Dig- 
ging in has paid out. 
The two lower views 
show the building dur- 
ing construction and 
the finished job. 
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THE JOKES about Mae West and 
F. D. R. continue to pour out of the 
joke-making machine. So probably one 
of those famous personages is the in- 
direct cause for Don Hitchcock's hearty 
antics. Don has charge of supply sales 
at Graybar’s San Francisco house. 


Wife Use Bisquick? 
Might Win A Waffle Iron 


All those gals who use Bisquick and 
like it, stand a good chance of winning 
a General Electric waffle iron. They 
don’t have to work puzzles or sell house 
to house, all that is expected of them is 
to write a single sentence telling why 
they like Bisquick. 

The cooperative program launched by 
General Electric and General Foods, 
maker of Bisquick, runs for four weeks. 
It began January 24. Each week, 200 
waffle irons go out to the best sentence- 
writers. Those who don’t “run in the 
money” will receive a credit certificate 
entitling them to a dollar discount on 
the purchase of the same waffle iron at 
their neighborhood G.E. dealer. 


Graybar Vets 
Face The Spotlight 


During the last quarter of 1937, Gray- 
bar presented service awards to 33 em- 
ployees, based on service of 20 to 30 
years with the company. 

W. H. MacCrellish, district manager 


at Cincinnati, heads the list with 30 
years of service. A. J. Eaves, research 
products sales manager, wound up 20 
years of service last November. A. J. 
Callaway, branch manager at Indian- 
apolis, completed 25 years. Other 25- 
year vets are: Bessie Galivan, Chicago; 
W. C. Sanders, Spokane; W. F. Loesch, 
Philadelphia, and C. A. Schendenman, 
Columbus. 

Among those receiving recognition 
for 20 years of service were: I. H. 
Wills, New York; M. O. Mellvain, 
Kansas City; Orville Johnson, San 
Francisco; Mildred A. Nichols, general 
department; M. F. Curry, San Fran- 
cisco; G. O. May, Omaha; T. H. 
Beecher, Indianapolis; W. H. Simmons, 
San Francisco; B. J. Keenan, Pitts- 
burgh; W. F. Robinson, Detroit; V. 
Neal, Cincinnati. 

Other 20-year employees are J. E. 
Powell, St. Louis; Cornelia E. Ackerly, 
general department; Clara B. Everett, 
Dallas; Cecilia Hackett, general de- 
partment; Martha F. Rose, Milwaukee; 
Elizabeth Farrell, St. Louis; Josephine 
Schmieg, Cincinnati; L. E. Busser, Jr., 
Richmond; G. R. Evans, New York; 
H. J. Schoos, Philadelphia; Guy Wood, 
Atlanta; John O’Connor, Chicago; L. 


A. Halet, Houston; P. J. Horan, Boston 


and Patrick Smith, New York. 





SALESMAN-UMPIRE. Elward Martin, 
who travels out of the Halifax, N. S. 
for Canadian General Electric has a 
thankless job during the summer off- 
hours. He's one of those birds who 
calls balls and strikes in semi-pro 
games around Halifax and St. John. 
So far he’s managed to dodge all pop 
bottles and Irish confetti. 


Liberty Electric, Mass., 
Moves To Larger Quarters 


Liberty Electric Supply, Cambridge, 
Mass., is now located at Inman Square. 
They were formerly at 1309 Cambridge 
St. The new quarters occupy a corner 
location and cover 3000 sq.ft. of floor 
space. Two men are now covering New 
England and two handle counter sales 
for the house. 
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IDEAL Wire Connector Patent No. 1,700,985 
again upheld! 


It is our policy to give every possible protection to dis- 
tributors who stock and sell Thread-on wire connectors. 


We have, therefore, vigorously prosecuted all infringers 
of our basic patent No. 1,700,985 to prevent undesirable 
cut-throat competition and to enable Distributors to make 
a satisfactory margin of profit out of the stocks in which 
they have invested their capital. 











* 


Molded Thread-on 
Connectors 


Another infringement suit under this patent has been con- 
cluded by the settlement of the accounting proceedings 
against the Garfield-Elliott Electric Supply Co. in which 
they had to make a cash payment to Ideal. 


















This was a result of a suit decided in our favor against 
them. Although warned, this Distributor sold an infring- 
ing wire connector under a guarantee from the manufacturer 
that he would defend any patent suits. When the suit was 
prosecuted, the manufacturer closed up his business, leaving 
the Distributor to hold the bag and pay for the infringement. 


* 

Conex Thread-on 

Connectors Distributed 

exclusively by Weiss & : 

Biheller “Mdse. Cotp., Infringements are flattering acknowledgements of the 
roadway, New 

You: Coy tremendous value of the Thread-on feature in wire con- 

nectors—a feature which has created a demand for Thread-on 

connectors far greater than that for all other types of con- 


nectors combined. 
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* Our policy of fully protecting distributors who UFACTURER 

Porcelain Thread - om sell Thread-on connectors has built up a © yaar’ 5 Or P 
onnector 

Fully approved. Listed good will which we prize highly and ait Me, 

by Underwriters’ and ° ° 

Factory Mutual Labora- will continue to protect to the ut- 2 QB 

tories. Recommended by S 

National Electric Code. most. Tc 

NOTE: Infringing Manufacturers, 

Distributors, Manufacturers Agents »~ 

or a ge: a > 

any" material, with or. without FULLY PROTECTED BY ra} 

marke tn the wires. chile being BASIC U.S. PATENT 

cuted. ‘The only connectors legitl- NO. 1,700,985 ¥ 

mately sold under Patent 1,700,- — 

985 are marketed by the five 

manufacturers listed 
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IDEAL COMMUTATOR DRESSER CO. 


1047 PARK AVENUE SYCAMORE, ILLINOIS 
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BULL DOG titar'sticks, Houbs ana Lasts: 


IE Stichs— live Bull Dog rubber compound thoroughly 


impregnates its fabric. 


IL HAolds — natural mineral softeners keep it plastic. 


Iz Lats — its rubber compound is scientifically rein- 
forced against oxidation. 
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Bull Dog Friction Tape comes to you in ro 


Guaranteed Footage to give you honest value. 
When you buy tape, STICK TO BULL DOG 


HOLDS AND LASTS! 


— IT 
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| From the careful ion 
the alloy tool steel made to the 
_ most exacting specifications— 
' Through the old craftsman 
methods of individual manufac- 
turing and individual heat treat- | 
ing— | 
To the final steps of rigid in- ; 
spection and testing, each pair of | 
pliers that carries the Klein trade-— 
mark represents the maximum in | 


| plier qualiiy. 





_ Klein methods viewed in’ the | 
| light of modern mass production — 
are necessarily more costly. 4 
On the other hand, for a man 
who demands a plier of Klein 
quality there is no way to pro- 
duce it except the Klein way. 


f 
¥ 


| 3200 BELMONT AVENUE, 


$ 
ty sate 
roe isd 
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Allen-Bradley 
Moves Cincinnati Offices 


These days, Manager W. L. Jaeckel 
and his co-workers at the Cincinnati 
office of the Allen-Bradley Co. are re- 
ceiving their mail at 2331 Reading Road. 
The boys were formerly located at 602 
Cincinnati Terminal Warehouse. Out 
on Reading Road, the offices are larger 


and the warehouse better equipped. 


Baltimore Representatives 
Put Out The Big Glad Hand 


On January 7th, the Electrical Manu- 
facturers Representatives Assn. of 
Baltimore, played host to the whole- 
salers of Baltimore and Washington, 
D.C. at the Hotel Longfellow. Seventy- 
five members and guests attended the 
dinner. The speakers were: Robert W. 
Test of the Baltimore Better Business 
sureau and John H. Frederick, Man- 
aging Editor of THE WHOLESALER’S 
SALESMAN, 


Crocker Of G.E. 
Assistant To Wilson 


Stuart M. Crocker, vice president of 
the International General Electric Co. 


| since 1930, has been appointed to the 


additional responsibilities of assistant 
to Charles E. Wilson, executive vice 
president of the General Electric Co. 











Chicago Wholesalers 
Once Again Name Eiseman 


Last month, members of the Chicago 
Electrical Wholesalers Association did 
their annual balloting and when the 
votes were counted Fred R. Eiseman, 
Revere Electric Co., came out with the 
most votes for the presidency. Sam 
Rosenthal of Hyland Electrical Supply 
Co. and Otto Frankenbush of Hawkins 
Electric were also re-elected. Rosenthal 
as vice-president and Frankenbush as 
secretary. Percy Greene of Middle 
States Electric Co. will handle the cash. 


A. J. McGivern continues man- 
aging director. His offices are at 600 
W. Jackson Blvd. The directors for the 
forthcoming year are: George Steiner 
of Steiner Electric, Harry D. Roseth 


as 


of Co-op Electric, David Dobkin of 
Dobkin Electric, August Kubec of 
Kubec Electric and Sol Mandel of 


Metropolitan Electric. 


Glasco Goes Modern 
At Kansas City Branch 


Nearing completion at the corner of 
19th and Cherry Sts., Kansas City, is 
the new home of the Glasco Electric 


Co. The exterior is a combination of 
various colored bricks and_ structural 
glass. The building contains 12,000 


sq.ft. of floor space. 





“Tell me if I should drive out and see 


old Wheezes. 


Is he buying today?” 
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IF YOU seur-seavics 


or INSTALL 








The Fustat fits present fuse 


Rs 


Thru the use of an iné “> 
adapter, the Fustat fits any startdard 
Edison base fuseholder. The adapte 
screws in like a fuse and locks in 
place. The Fustat may be changed 
in the regular manner. 

On new jobs, when buying panels, switches, etc., you 
can specify that they be equipped with Fustat bases, 





BUSSMANN MFG. CO., 


ser 


’— You should know about 
= NEW device... 


Eliminates many “‘false-alarm’’ 


Today we find motor-driven and heat- 
ing appliances of all kinds on so-called 
lighting circuits. 

This increased load has resulted in an 
increasing number of service calls — 
caused by the circuit fuses opening 
NEEDLESSLY when motors start. 

Such calls are wasteful and costly to 
everybody. User loses time and temper 
and often money when service is stopped. 

Service man is dragged away from more 
profitable work. 

Contractor or dealer loses if user kicks 


Prevents user being 


Unlike ordinary fuses, the Fustat can- 
not be replaced with a penny or other 
such substitute for the fuse — or with a 
size too large to protect. Im fact, side- 
tracking the Fustat in any way is practi- 
cally impossible. 


service calls 


about paying full cost of call when only 
work done was to replace a fuse. 

The Fustat stops this senseless waste. 
Its long time-lag keeps it from popping 
out needlessly on motor-starting currents 
— yet it protects like a fuse against dan- 
gerous cord shorts, grounded sockets, etc. 

Thus by using a 15 ampere Fustat, an 
ordinary circuit can be given SAFE pro- 
tection without incurring a lot of useless 
ae and “‘false-alarm” service 
calls. 


And the Fustat does more — it . . 


robbed of protection 


The Fustat protects the user against 
anyone unwittingly creating a fire or 
personal injury risk thru haphazard 
practices. Only a willful and deliberate 
attempt can destroy safe protection when 
a Fustat is used. 


Makes for better business 


Using Fustats for circuit protection is 
just good business — for what device 
other than the Fustat can permit adding 
more appliances to present circuits . 
yet positively stop user from overloading 


University at Jefferson, St. Louis, Mo. 


JEFFERSON ELECTRIC CO., Bellwood, Ill. 

_ KIRKMAN ENGINEERING CORP., 121 Sixth Ave., New York City 
NATIONAL ELECTRIC PRODUCTS CORP., Fulton Bidg., Pitteburgh, Pa. — 
‘UNION INSULATING CO., 277 Broadway, New York City 


circuits . . . protect against dangerous 
cord shorts . . . eliminate needless blows 
and service interruptions and . 


make SAFE protection REMAIN SAFE 





Retails at 


Vi: 


in 15 to 30 amp, sizes 
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REG. U. S. PAT. OFF. 


MORE ECONOMY 
THAN EVER 


Long noted for economy, Hygrade Tested Quality Lamps now 
offer more value than ever before. The new Hygrade 60 watt 
lamp, for instance, gives 10° more light than it did a year 
ago at no extra cost to you. This means a real bonus in light 
for railroads, public utilities, industrial plants, skyscrapers 


and other users of Industry's Lamp. 


YOU CAN’T BUY A BETTER LAMP 


Look for the Hygrade triangle, well- 
known trade-mark of Hygrade 
lamps. Nationally distributed 
through dependable wholesalers 





Also makers of the World-Famous Sylvania Radio Tubes. Hygrade Sylvania Corp., Salem, Massachusetts 








Electrical Homes Go To 
Housewife and Professor 


Mrs. C. W. Smith of Clayton, Ga. 
ind Prof. A. M. Brant of Ohio State 
University, are happily awaiting con- 
truction of their completely electrified 
homes, won in a contest sponsored by 
General Electric and cooperating utili- 
ties. 

They did the best job of answering 
the question, “Why does the electrical 
way of living appeal to me?” More than 
275,000 others took part in the competi- 
tion. During the ten-week period, 100 
additional letters fell into the prize- 
winning class. The writers of these 
letters received a share in $20,000 
worth of appliances. 

The award committee consisted of 
Howard Ehrlich, executive vice presi- 
dent of McGraw-Hill Publishing Co.; 
Faith Baldwin, author; Eloise Davison, 
New York Herald-Tribune Home Insti- 
tute Director; Charles Kellogg, presi- 
dent of the Edison Electric Institute 
ind Mrs. Andrew J. Noe, president of 
the New York Federation of Women’s 


Clubs. 


San Francisco League 
Pats Self On The Back 


The San Francisco Electric Develop- 
ment League is due for some hearty 
congratulations. It has just celebrated 
its 25th Anniversary. Bill Hommedieu, 
San Francisco manager for Westing- 
house Electric & Mfg. Co. is president 
of the group. During the past 25 years 
the organization has been of great value 
to the growth of goodwill among the 
several branches of the industry. 





ALASKA TRAVELER. Vern Harrison, 
right, on one of his semi-annual sales 
trips to Alaska, in the interests of G. E. 
Supply, Seattle. Up there- towns are 
few and far between, but there are 
some big orders to land from the mines, 
power plants and canneries. Vern also 
acts as U. S. purchasing agent for his 
Alaska customers, buying everything 
from timbers to cranberries. 
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The exclusive Westinghouse 
Diamond pointed jaw con- 
fines the bead to sections 
outside the contact area, sec- 
tions which do not normally 
carry current. 


THERES ASWITCH WE NEVER HAVE TO 
BOTHER WITH.JOE! 


YOU SAIDIT BOSS! THESE 
WEST! NGHOUSE, SAFETY 
SWITCHES SU 

UP AND TAKE. IT. YOU DONT 
HAVE TO NURSE THEM 
ALONG rete 


TIGHT, COOL CONTACTS IN THESE SAFETY SWITCHES 


You don’t have to keep dressing down jaws and blades to main- 
tain tight, cool contacts in Westinghouse Safety Switches. Jaws 
are diamond-shaped. When contact is broken, the arc is drawn 
between the diamond point of the break jaw and the end of the 
blade. The sections that carry current cannot pit, bead or burn off. 

In addition, one-piece copper parts prevent heating from loose 
connections. And in 575 and 600-volt switches, ““De-ion” grids 
quench heavy arcs almost instantly. 

For safe contact at all times, specify Westinghouse. All com- 
mercial types and ratings available from your: 


Electrical Wholesaler Electrical Contractor 
Motor Dealer Industrial Agent 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 
J-20516 


February 1938 — THE WHOLESALER’S SALESMAN 


























ee 


Csk- Line Wlalerial 
PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 








ccepted ano specified by 
ih, Leaders since 9 b94 


On sheer merit alone, Oliver Pole Line 
Materials have commanded the preference 
of leading engineers throughout the elec- 
trical industry—merit that is measured 
by an exacting standard of workmanship 
and progressive design founded on more 


than 40 years of experience. 


ct 





| 
| 


OLIVER IRON AND STEEL CORPORATION © 


PITTSBURGH, PENNSYLVANIA 


OLIVER “arm MATERIALS 











~ APPROVED AND ACCEPTED SINCE 1894 
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IF HAROLD WRIGHT was in China or 
Spain the wall in the background would 
not be encouraging. But he was stand- 
ing in that good old Memphis sunshine. 
Harold has charge of the electrical de- 
partment of The Reichman-Crosby Co. 


Contest Seeks 
“It For 1.E.S. Lamps 


\ contest, open to architects, interior 
decorators, industrial designers and 
students of these fields, is now under 
way to find designs that will put more 
snap into the appearance of I.E.S. 
Lamps. It closes March 15. The Illum- 
inating Engineering Society, the Ameri- 
can Institute of Architects and the 
American Institute of Decorators are 
sponsoring the program. 

Prizes totaling $1600 will be awarded. 
The money will be divided among the 
winners and runner-ups in four classes. 
Winner gets $200 and two runners-up 
each receive $100. The four classes are: 
18th Century English, Early American, 
18th Century French and Contemporary 


Modern. 


Hopkins Brothers 
Selling For Goodrich 


In the Philadelphia territory, Hop- 
kins Bros., sales agents, have been 
placed in charge of sales for the com- 
plete line of lighting equipment made by 
Goodrich Electric Co. The sales agency 
is located at 116 N. Seventh St. 


Greist Promotes 
Charles Baratelli 


Charles A. Baratelli, who has been 
assistant sales manager of the Greist 
Mig. Co., New Haven, since 1936, has 
been named sales manager of the com- 
pany. He has enjoyed a wide exper- 
ience in the portable lamp field and has 
played an important part in the develop- 
ment of many Griest products. 

He succeeds Walter Lown who re- 
signed to join the Polaroid Corp. of 
Boston. It is reported that he will 
organize and head a new lighting de- 
partment at Polaroid. 





























i: eames 


...you cant bank 
much closer than this 


The snug row of switches shown above effectively 
illustrates the close-banking features of Colt-Noark 
Safety Switches. Space required between cabinets has 
been reduced to an absolute minimum through the use 
of the newest type Colt-Noark operating handle. Flat 
in design, it allows the switches to be banked within an # 
inch of each other . . . conserving valuable space \ 
. . « bringing the installation into a compact group .. . 
and making for greater efficiency and convenience. 


Colt-Noark Quadbreak and Dualbreak Safety Switches |... ., son above is a Typical of the Type A 


guarantee top notch performance . . . as well aS type A 250-Volt Dualbreak S75) Quetieest See bs 
complete safety, long life and attractive appearance. — yorey srcmith Quick — with four breaks in each leg 
’ ’ _ to reduce arcing to a mini- 

May we send you our complete catalog . . . with  ‘ecking cover .. . and flat = mum . . . Quick Make, Quick 
d il ° ° type operating handle. Type Break, interlocking cover... 
etailed information? C Switches in 575 Volts also and flat type operating 


feature flat type handle. handle. 


COLT’S PATENT FIRE ARMS MFG. CO., Electrical Division, HARTFORD, CONN. 


100 Years of Manu- Boston 
facturing Experience oil New York 
is back very Colt Chicago 


ofe 
Built Product Philadelphia 


SWITCHES INDUSTRIAL CONTROL EQUIPMENT FUSES 
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WARD LEONARD 
MOTOR 
DISCONNECT 
SWITCHES 


RV iy 
Their modern rotor movement with quick make-and-break action and 
ample capacity for frequent use and for heavy industrial overloads, gives 
you something real to talk about. Every salesman knows that quality 


equipment with special features is easier, therefore more profitable, to 
sell. Send for bulletins No. 2701-2-21 and 22 for full particulars. 


y 
& 





If your house does not have the complete bound catalog "Industrial 
Controls", send us the name of your house and the man in charge of 
merchandise and we will see that he is supplied. 


WARD LEONARD 


ELECTRIC COMPANY 
30 South Street, Mount Vernon, N.Y. 


Electric control devices since 1892 
















THE DEPENDABLE 
UNIT FOR PROFITABLE 
SALES RESULTS = 

















QUICK 
DETACHABLE 


BRACKETLITES 
with 
INTERCHANGEABLE REFLECTORS 


A graceful aluminum bracket that can be mounted 
anywhere and a choice of light-control equipment 
that adds to its range of usefulness. Replaces the 
ordinary assembly of wall flange, conduit stem, and 
© socket Titing for outdoor lighting. Just the thing for 
contractors, industrial plants who want an approved 
unit for outdoor lighting and a good looking job. 
Just the thing for today's lighting needs. There's 
money for you in selling the QUAD Line. 


QUADRANGLE MFG. CO. 


32 S. PEORIA ST. CHICAGO, ILL. 



















| quarters 


| the 


| mento he was service manager. 





Revolite Changes Moniker 
To Industrial Tape Corporation 


Industrial Tape Corp.—this is the 
new name of the Revolite Corp. Head- 
continue at New Brunswick, 
N. J. The firm will produce the same 
tape lines as in the past. 


G.E. Supply, San Francisco, 
Makes Personnel Changes 


Spencer Pors has been moved from 
Sacramento house of G.E. Supply 
Corp. to San Francisco where he takes 
over a city sales territory. At Sacra- 
Milan 
Sargent, who was in the warehouse 
there, has taken over Pors’ old job. 
Leonard Oppenheim, formerly kitchen 
specialist at San Francisco, now tells the 


| appliance story to the trade from San 


Francisco Bay north to the Oregon line. 
His work at San Francisco has been 
taken over by M. A. Green. He was in 
the service department. 


G.E. Los Angeles 
Goes All The Way 


Sure, lots of electrical wholesale 
houses have good lighting, plenty of 
copper and fine show rooms, but the 
new home of the G.E. Supply Corp. and 
the G.E. Co. at 212 N. Vignes St., Los 
Angeles, has gone a step further. 

The place is heated by electricity. 
Special Calrod units equipped with heat 
distribution fins provide the heat. A 
quiet fan takes care of circulation. 





“NICE GOING, CHRIS.” 
isn't only a first class wholesaler, when 
in the north woods, he’s Class A. He 
can really bag ‘em. Head of the Lit- 
scher Distributing Co., Grand Rapids, 
Mich., he recently took a hunting trip 
with Arthur Johnson, who heads the 


Chris Litscher 


contractor group at Cadillac. Their 


camp consisted of three trailers. 
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MAGNET WIRE e BARE WIRE 


SERVICE ENTRANCE CABLE e 


Vv 






The Fourth 
of a Series of 
Sidelights on the 
Production of 


Eagle eyes peering through this binocular 
microscope can detect the most minute flaws 
that tend to mar the finish or shape of dies 
used in drawing copper for Crescent Wire and 
Cable. And close at hand, is some of the pre- 
cision sizing and polishing equipment neces- 






INSULATED WIRE 
TRENTON,\ 


CRESFLEX NON-METALLIC SHEATHED CABLE 
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CRESCENT WIRE AND CABLE 


CRESCENT 


sary for the shaping and maintenance of 
tungsten carbide dies. 


Such close control over all forming tools is a 
standing “must” order in the Crescent plant to 


insure accuracy and uniformity of wire and 
cable sizes. 


Jobber Co-Operation—A Permanent Policy 





VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE e RADIO 


CRESCENT ENDURITE SUPER-AGING INSULATION @ WEATHER-PROOF WIR 


6l 
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LATROBE 




























No. 330 ‘LATROBE 
TOM THUMB UTILITY OUTLET 


For use in wood installations, and 
other locations free from moistur 
or mechanical injury. 


| 


Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 
and industrial work. 


Catalog on request 





No. 110 "LATROBE" 
WATERTIGHT BOX 


Cut-away view of 

110 Box showing Ph 
the tapered unit recep- 
tacle fits tapered open 
ing in top of x bk s, 
The last word in desig 
appearance, and sim- 
plicity of installation 


No. 284 DUPLEX 
RECEPTACLE NOZZLE 


With 14” brass pipe ex 
tension Neatest ani 
most compact 
obtainable. Also avail 
able with %” pipe ex 
tension Fullman also 
offers Duplex Telephone 
Nozzles 


a UMan wes 


CATRoBE - PENN: 
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BETTER “SEEING” ON THE JOB | 

























x Sn 
LIGHT jae ie 
the Jos ; sh . ml | 


Laecalite 





\ ee NEW CANOPY LOCALITE 
| storia Snereatses 


WORKER’S EFFICIENCY 


High Intensity Glareless Lighting 
Units Installed at Low Cost... 


Clear illumination, without glare, over large working areas 
is obtained by the modern design of Fostoria Canopy type 
Localites. Wherever good seeing on a worker's task is 
essential to accuracy, speed and freedom from eye fatigue, 
Fostoria saves time, waste and money. Installation cost is 
surprisingly low. Production improvement is immediately 
apparent. We invite your test . . A complete variety of 
Localite models are available for specific applications 
Write for information, today. 


THE FOSTORIA PRESSED DESCRIPTIVE BROCHURE 
STEELCORP., FOSTORIA, O. PREF ., -, A.raiushle band. 


UNITS FOR 
EVERY 
LOCALIZED 
LIGHTING 
NEED 


* 





| Woodhouse is a 


| napolis 
| the new job he 


THE WHOLE 


THE MOVE 


R. A. Kadets and Roderick MacInnis 
have been added to the counter sales 
force of the Union Electrical Supply Co., 
Boston, Mass. Kadets has previously 










been connected with the company on 
special work, and MacInnis was for- 
merly in the department store field. 


* 


head- 
Electric Sup- 
joined the ever 
Benedicts 


Murray Kamin, manager of the 
quarters store of the Eagle 
ply Co., Boston, has 


growing army ol 





APPLIANCE SALES MANAGER of Gen- 
eral Electric is Carl M. Snyder. Carl is 
responsible for the sale of all small 


and major household appliances. Sny- 
der is the man who developed many 
of the company’s merchandising plans 
which have been of interest to the 
builder, merchandiser and consumer. 
Among them have been the “American 
Home” program, and the “Electrical 
Standard of Living” campaign. He also 
greatly influenced the development of 
the all electric kitchen. 


Men are moving at Wehle Electri 
Co., Rochester, J. L. Smith now 
runs the sales department; Clarence 


new salesman at the 
house. He succeeds Leigh Mc- 


who was shifted to Buffalo. 


Elmira 


Mindes, 
* 


George Moore, city salesman of Gray- 
bar at San Francisco popped up with a 
button the other day. It that he 


been with Graybar for the 


Says 
has 
15 years. 


past 


* 


L. S. Donberg has rated a promotion 
by Apex. He now heads the India 
district office. 3efore he got 
was selling in Cleveland 
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APPLETON THREADED 
MALLEABLE UNILETS 


e The durability of Appleton Threaded 


Malleable Unilets insures a lifetime of satisfac- 




















tory service. Malleable iron construction gives 














them greater strength, yet they are light in 
weight. The cadmium finish assures positive 
resistance to rust and corrosion. 

In every instance where long life is a factor, 
Appleton Threaded Malleable Unilets prove 
their superiority. 

Sold Through Wholesalers 
APPLETON ELECTRIC COMPANY 


1734 WELLINGTON AVENUE CHICAGO, ILL. 


New YorK: 76 Ninth Avenue 7310 Woodward Ave. 

SAN FRANCISCO: 655 Minna St. St. Louis: 420 Frisco Building 

Los ANGELES: 340 Azusa Street ATLANTA: 203 Luckie St., N.W. 
CLEVELAND: 214 Hippodrome Building 


TON 


hreaded Malleable 


UNILETS 


Reg. U.S. Pat. Off. 












DETROIT 























Wiring 








Perry West now heads up Norge city 
sales for F. B. Connelly Co., Seattle. 
John Stumberg will have the same job 
in Portland and F. N. Ashford will give 
the dealers of southern Oregon the 
Norge story. 

* 


Stanley Helm, a graduate electrical en- 
gineer from the University of Illinois, 
has taken over the job of sales engi- 
neer for the Mid-State Electric Supply 
Co., Decatur, Ill Dale Kinsley has 
been promoted to manager of city sales 
and Dale Bailey is rambling through 
the country territory. 


* 


James Boyd, formerly assistant eastern 
district manager for Westinghouse, has 
been stepped up to the job of manager. 
He H. F. Boe, who becomes 
commercial manager with offices at 
Pittsburgh. 


succeeds 


* 


who 


George E. Dygert, 


spent many 
years, with the Madison Electric Co., 
Detroit, decided to move to Saginaw, 
Mich. There he is active head and an 


officer of the Saginaw Electric Supply 
Co. His job as city salesman at Madi- 
son Electric has been taken over by 


Harry A. MacFarlane. 


* 
Joseph C. Lewis has been named 
manager of the Home Laundry Di- 
vision of Fairbanks, Morse. He was 


formerly general manager for Horton. 
* 


Cliff Stuart and Art Lee 
running G.E.’s Home Bureau. 
the boss, assisted by Lee. 


are now 
Cliff 


is 








FOURTH TERMER. C. K. West, for the 
fourth consecutive year, was elected 
president of the Electrical Association 
of Philadelphia. He is commercial vice 
president of the General Electric Co. 
Howard L. Miller of the Utilities En- 
gineering Co., is vice president; Robert 
]. Moran of the Electrical Dept. is sec- 
retary and Philip H. Ward, Jr., of Ward 
Elec. Co., handles the dough. 
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PLANT for 


The greater the demand for 
any product the more in 
profits for the wholesaler— 
and the more effort the 
wholesaler naturally puts 
behind such a product. 


The above sums up the case 
of Killark Fittings — the 


years have seen demand 
grow, approval increase, us- 
age spread far and wide, re- 
peat sales, and real profit on 
the selling end. 


So, today, there stands, on the 
site of the original Killark 
factory, a new, modern build- 
ing—a monument to quality 
and progress—enabling this 
organization to meet demand 
better than ever before. 


< 


FITTINGS 


More than 1500 
different Fittings 


Each one is made to fit a 
certain problem—not just as 
good, but perfectly. Into 
each of these practical fit- 
tings has been put all the 
experience and workmanship 
that 24 years can give. Our 
engineering laboratory, with 
countless cases to work from, 
has evolved the answer to all 
installation problems. 


Sell the Killark line and be 
free from the worries of in- 
ferior merchandise. Boost 
your fitting sales and have 
contractors come to you for 
all of their fitting needs. Be 
sure you have a large stock. 


“ed for THIS CATALOG ..c¢és 


We have ready for you a comprehensive 
catalog of the Killark line—including 
prices, styles, and sizes. Write for yours 


today! 


KILLARK ELECTRIC MFG. CO. 


Easton and Vandeventer Ave. St. Louis, Mo. 
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— 
wow WOULD YOU 


ANSWER > 
THIS MAN ° 
ee ee 


came into our office and said: 


Listen! You sell both malleable shields 
and steel expansion anchors . . . . so why 
don’t you tell people the advantages of 
your steel anchors over malleable shields 
in work such as concrete and _ stone? 
Certainly, steel anchors are much han- 
dier, easier to use, have a lot more hold- 
ing strength . . . . heck! Why should I 
try to tell you how to run your business? 
But you ought to get wise to this steel 
anchor business. 


PAINE STEEL ANCHORS ARE 
CERTAINLY EASY TO USE 





No special 

skill and °° 
setting too 

require 


















Attach anchor loosely to 
object to be anchored— 















ME | 





oo 


Tighten with a wrench— 
and you have a secure 
permanent anchorage 


TWO TYPES 
Fig. 925 


Of heavy gauge, Ly 
stamped steel. Con- | | 
sists of a sleeve | | 
(upper part) and ex- uw 
panding cup (lower rag 
part). Used with a ee 
carriage belt, with c 
head of the bolt at 
bottom of hole. 


} 
Tighten as much as pos- 
sible with the fingers 




















Fig. 930 


Consists of a machine 
screw or square head 
machine bolt, a sleeve 
and a threaded ex- 
pansion cup. As screw 
is tightened, jaws of 
cup spread up and 
outward. 





Fig. 925 


THE PAINE co. 


Dept. 722, 2947 Carroll Ave., Chicago 
79 Barclay Street, New York 
Offices in many other principal cities 


66 





Crawford McGinnis, formerly with the 
Pittsburgh office of Pyle National Co., 


staff of Associated 
Co., Los Angeles. 


is now on the sales 
Wholesale Electric 


* 


Harry W. Taubman, formerly with 
Sprague Electric Supply, Bridgeport, 
Conn., is in training for a sales posi- 
tion with the Electric Corporation, Los 
Angeles. 


* 


Bud Slott, formerly inside supply sales- 
man for Listenwalter and Gough, Los 
Angeles, lfas been transferred to outside 


lamp sales. 


* 


Arthur Hammil, former merchandising 
specialist in Hartford, Conn. for the 
Naragansett Power Co., is now handl- 
ing major appliance sales for the Elec- 


tric Corporation, Los Angeles. His 
territory is principally the metropolitan 
district 

Royal McCabe, with Crouse-Hinds 
Company offices, Los Angeles, left the 


city January 3 for the Syracuse factory, 


where he is taking a month’s sales 
training. 

* 
S. F. Marker is hustling flood lights 
for the S. & M. Lamp Co. in Missouri 
and eastern Kansas. He is located at 


5409 VW oodland 


Ave., Kansas City, Mo 
* 


Edward F. Callahan, who has been gen- 
eral manager of apparatus sales for the 
International Electric Co. has 
been made vice president of that 
He has with the 


General 
com- 


been 


pany. company 
for the past 33 years. 

* 
G. A. Fischer is telling the sales story 
for the Illinois Electric Porcelain Co. | 
in the state of Indiana. 





A PROMOTION for John H. Hurley. He 
now heads Western Division sales for 


Hygrade’s lamp department. For the 
past several years, he has worked out 
of New York and Chicago. 














YOU CAN’T GO WRONG— 
if you “‘RELY ON RELIANCE” 


GUARANTEE 





A complete line of thoroughly 
dependable quality time switches 
with innumerable exclusive fea- 
tures, giving you more time switch 
sales opportunities. 


For 28 years the name of Reli- 
ance has stood for the best in the 
time switch field. A good line to 
handle because profits are not 
eaten up by expensive come-backs. 


Write for full information on 
this profitable line. 


RELIANCE AUTOMATIC LIGHTING CO. 


1911 Mead Street Racine, Wis. 




















Mc GRAW -HILL 


DIRECT MAIL 


As business paper pub- 
lishers for over fifty 
years, McGraw-Hill is uniquely equipped to 
offer complete, authoritative direct mail cov- 
erage of Industry’s major markets. Extreme 
accuracy is maintained (guaranteed to 98°%) 
and thorough careful analysis of markets, 
complete classification of companies and per- 













sonnel, etc., the widest possible selections 
are available. Send for handy reference 
folder “Hundreds of Thousands of Reasons 


Why” which describes how McGraw-Hill L'sts 
are built and maintained. 


What Fields Do You Want to Reach? 


Aviation 
Bus & Electric Railways 
Civil Engineering and Construction 
Coal Mining 
Electrical Construction 
Electrical Industry 
Food Industries 
Metal Mining 
Metal Working Industries 
Process Industries 
Textile Industries 


Administrative Executives 
Electrical Dealers & Wholesalers 
Mill Supply Houses 
Power Services 
Product Engineering & Design 
Production and Maintenance 
Radio Dealers & Wholesalers 
Radio Efigineering & Design 


For further details, selections from 
above basic classifications, counts, 
prices, etc., or estimates on special lists 
+ + « ask any representative or write to 












MAIL DIVISION 


McGRAW-HILL PUBLISHING CO. 


wiw 





yore mw Y 








Comolete 


Lists Covering Industry’s Major Markets 





THE WHOLESALER’S SALESMAN — February 1938 








TRIAL DEVICES 


on CCview 





BRYANT 
WIRING ——— 


_— 








KEEP IN ST 


You step up sales when you get in step 
with these Bryant devices. Here's a fast- 
moving line that stands up under the 
most strenuous industrial application. 


There's a 

need, as well as 

This complete line includes lamp- wiring devices. One line 

holders for every need, connecting demands. This means faster turnover, 
devices for light and heavy duty appli- smaller inventory, and greater profits. 
cations, switches for all lighting and Review the complete, broad applica- 
appliance control, fractional horse- tion line of industrial devices in the 
power breakers and circuit protective new Bryant easy-to-use catalog. 


Sold Through Electrical Wholesalers 


THE BRYANT ELECTRIC COMPANY *« BRIDGEPORT, CONNECTICUT 


NEW YORK: 100 East 42nd St. - CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St. 
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by leading Utilities 
and “Industrials” 














The most careful buyers in 
the country use PENN-UNION 
conductor fittings, because of 
their reliability. 

Every PENN-UNION fitting 
is correctly de- 
signed, and care- 
fully tested. Every 
one is dependable 
mechanically and 
electrically. 































































































More 
than 
6,200 
items— 
For tube, 
bar, cable, 
or wire 
and all 


combina- 
tions. 

























































































Write 
for the 
PENN- 
UNION 
catalog. 







































































Sold by leading jobbers 























PENN-UNION 


ELECTRIC CORPORATION 
ERIE, PA. 
































You'll find it in the complete line — 


PENN: 
UNION 


Conductor Fittings 


















































































TO BOSTON GOES 
thews to head up sales for Graybar. 
He succeeds F. X. Fitzpatrick, who con- 
tinues as head of public utility sales at 


Claude G. Mat- 


Boston. Matthews joined Graybar back 
in ‘16 as a salesman in Texas. In 1926 
he became manager of the southwest 
district. In 1930 he was moved to 
Milwaukee as manager. This job he 
held until his present transfer. 


E. J. Wagner is scouting around the 


city territory for Graybar, Baltimore. 

This is a promotion for him, as he was 

| on inside sales for the past 10 years. 
. 


trade in 





George Campbell, who Gen- 
eral Electric’s Schenectady office, has 
taken over the sales at the Syracuse 
office as well. He succeeds A. J. 
Hornsby who retired after 38 years 
with the company. 


manages 


* 


N. Weinberg now covers the furniture 
Queens and Orange County 


for the Wholesale Radio Equipment 
Co., New York. 

* 
Fred M. Davison, who has managed 


Cincinnati sales for Frigidaire, is now 
a bit further south. He runs the newly 
opened Nashville branch. 

* 
George Cooper is digging up orders in 
five counties for the American Light 
Co., Zanesville, Ohio. 


* 


| Arthur Johnson and Ray Fox have been 


appointed sales managers by S. & M. 
Lamp Co., Los Angeles. Johnson 
heads flood light sales and Fox keeps 
the boys plugging marine equipment. 


* 


J. W. Foster is 
Vacuum cleaner 
Geier Co. in 


telling 
story for 
Missouri 


the Royal 
The P. A. 


and Kansas. 


| Clifford L. Day is covering Texas and 


Oklahoma for the same company. 


7 
Ham Smith, formerly with the Alamo 
Distributing Corp., has joined the sales 


staff of Reader’s Wholesale Distribu- 
tors, Houston. 
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MEETINGS AHEAD 


Baltimore — Electrical 
Representatives Association is holding 
an exhibit on February 15, 16 and 17 
at Lehmann Hall, 848 N. Howard St. 


Manufacturers 


Chicago—From the 28 to 31 of March, 
the Sales Committee of E.E.I. will meet 
at the Edgewater Beach Hotel. 


New York—N.FE.M.A. will assemble for 
the semi-annual meeting at the Waldorf 


Astoria from February 7 to 12. 


Newark—From March 8 to 10 the In- 
dustrial Show of the Manufacturers 
Sales Representatives Division of the 
Essex Electrical League will be held at 
the Public Service Terminal, 80 Park 
Place. 

. 


St. Louis—The Missouri Association of 
Public Utilities will have a_e get 
together at the Jefferson Hotel from 
April 20 to 22. 


OBITUARIES 


P. J. Hopkins 


P. J. Hopkins, vice-president, Great 
Western Fuse Co., Pittsburgh, died in 
that city on January 10, 1938. He had 
been associated with this company for 
the past thirty years. 





Charles B. Clendenen 


Charles B. Clendenen, Pacific divi- 
sion manager of the National Carbon 
Co., died in Los Angeles December 15 


from complications following an ap- 
pendicitis operation. A native of 
Indiana, Mr. Clendenen joined the 
Prest-O-Lite Co. in Indianapolis in 
1910. In 1912 he was transferred to 
New York, eventually attaining the 


position of sales manager of the com- 
pany. Upon the formation of the Union 
Carbide & Carbon Co. in 1918 he was 
made assistant to the general manager 
of the National Carbon Co. He came 
to the Pacific Coast in 1921 as office 
manager at San Francisco. In 1926 he 
was promoted to sales manager of the 
Pacific division and in 1927 Pacific 
Coast manager. At the time of his 
death he was president of the Ben 
Franklin Electric Club of Northern 
California, an organization of manu- 
facturers and manufacturers’ repre- 
sentatives designed to promote goodwill 
between manufacturers and wholesalers. 
He was donor of a special cup bearing 
his name that was played for at each 
meeting of the Pacific Division, Na- 
tional Electrical Wholesalers’ Assn. 








When G-E Wiring Material Salesmen Are Asked 
DO YOU HAVE THIS —OR THAT? 


The Answer Is “Y ES” 
THE G-E WIRING MATERIAL LINE IS COMPLETE 

















Distributors’ salesmen selling G-E Wiring Materials don’t have 
to hem and haw and suggest substitute materials or alternate ways 
of doing a job. The G-E line includes exactly the materials their 
customers want. There are G-E Wiring Materials for every pur- 
pose whether it be for wiring a 50-story office building, a large 
factory or a home. Moreover, G-E Materials are designed to be 


used together and are all of one uniform high quality. 


GENERAL @ ELECTRIC 


WIRING MATERIALS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 
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A Round-up of Ideas from Many Papers==™ 


The First 
Ten Seconds 


The selling methods used by thou- 
sands have just 
v the Tested Selling Institut: 
discovered that the first ten 


nds are the 


I S ilesmen been 
checked by 
Chey Ssec- 
l most important of a sales 
interview. If the salesman doesn’t 


interesting in 


Say 
these 
prospect will depart— 
either physically or menially.—Sales 
Management. 


something mighty 
ten seconds the 


Parking 
Hard- 

parking space 
making a purchase 
This attracts trade 


ter located stores that 


Pickering 


customer 
more. 


nore 


—Hardware 


elaborate bid for business 


y 1ge. 


Not at Home 


those housewives who 


\ survey of every twen- 
in Fort Wayne, shows that 
cent of the housewives 
questioned were in but did not answer 
the 27 per cent were marketing; 
15 per cent were down town shopping; 
17 per cent were visiting 

attending social events: 
pleasure 


per 
cde OT : 


friends or 
8S per cent were 
tour.—Domestic 


on a Com- 


Getting In 


How to by “the girl outside” to 
reach the buyer—that’s a bug-a-boo. 
These ideas seem “to work”: (1) Don’t 
try to force your way past any girl on 
the outside, for she'll try just as hard 
to see that you don’t—and she usually 
wins. (2) Try a few questions to in- 
terest her in your business. (3) Let 
her realize her importance in helping 


get 
} 
1 


70 


you reach the right person. ut go 


easy on the apple-sauce!—Sales Man- 


agement. 


Building 
Prospect Lists 


1 


salesmen use the “Six 
Neighbors Plan” to build prospect list 
Here it is: (1) Get the names of 
six neighbors of the customer you have 
sold—the neighbors 
mes on either side and the 
backyard fence. (2) 
These names can be obtained from eithe 


1 


Iron Fireman 


two across th 


Street, the <¢ 


two over tne 


1 CITt\ airectory taxX records or other 
lists available. cases where 


ble ck ha s 


sold.—Printer’s Ink. 


hese are 
»f one burner in a 


TT lid ble rcks 


Kettering on 
Salesmanship 


Motors 
young man can 
four little 
Ideas not only 
move 
sparks that ignite sales! 
creative salesmen, must 
wake up and think. We must have ideas 
for new selling strategies, new ways to 


Joss Ket” of 


best introducion a 


General says 


+1, 


have to business are these 
words “I have an idea.” 
the world—they 


| hey are the 


nove goods! 


lo be we 


approach prospects, new ways to dram 
atize sales points, ways to appl) 
our products to the needs of prospects. 
We off the beaten paths, 
change our pace, cash in on the power 
of showmanship.—I/ndustrial Selling. 


new 


must get 


Arouse Curiosity 


“Arouse curiosity. Get them 
it, and they'll be half sold,” 
Maine grocer. 


to ask 
SayS a 


ior 


He hangs a sign on his 


door reading, “Have you seen it?” On 
a counter is another sign 
“It.” Under this sign 
being 


with the word, 
is the special 
mt ( wluced.—/ ’rogres Ve Grocer. 


Learn! 


No matter how much \ 
the product vou sell, tl 


other 


u know about 
ere may be some 
salesman in the territory who 
knows something about it that you have 
verlooked. There are plenty of thing: 
yet to learn about a line, and the way to 
learn them is to persist in learning. The 
is not stick- 
like 

Part of it is 
of learning what- 
ever will help sell in less time and t 

stubborn buyers.—The Sample Case. 


whole persistence in selling 
ing to a prospective purchaser 
cocklebur to a dog’s back. 
sticking to your job 


Selling 

With a Gun 

Several large corporations 
adopted the Auto-Magic Picture 
for use by salesmen. It looks 
Colt automatic. The salesman 


have 
Gun 
like 
pulls 
the trigger and focuses a picture on a 
prospect’s office wall. The gun 
28 pictures.—Sales Management. 


tires 


Endless Chain 

Ten days after the Marshall-Wells 
Co. of Aitken, Minn., sells a major 
appliance they make a service call. On 
this call they secure the names of rela 
tives and friends. Periodic calls keep 
each customer’s interest alive, and make 
him an effective advertising 


agency.— 
Hardware Age. 
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MARKET .... 


Four NEW switches—in both—Despard and strap types— 
DESPARD TYPE -designed for today’s most active field—the residential 
market. Precision built mechanism—fewer moving parts- 
—m:chanically and electrically outstanding...and... 
favorably priced—it's the switch value of 1938. 


7 ® FEATURES 


Bakelite Body—fully enclosed. 
(6 Bronze Contacts—floating and self-aligning. 
i/ Arc snuffing barrier. 
Bakelite Handle— insulated from strap and mechanism. 
THREE WAY Positive kick-off. 
Brown Cat. No. 1393 Large head binding screws—extra length. 
Ivory Cat. No. 1493 Full 10 ampere rating. 
SINGLE POLE 
Brown Cat. No. 1391 


7 - Be PASS 5 SEYMOUR inc. 


SYRACUSE, N. Y. 


SINGLE POLE 


Brown Cat. No. 1871 =) 
Ivory Cat. No. 1971 


Now 


available 
THREE WAY for your trade 


Brown Cat. No. 1873 , ee A cen — 
Ivory Cat. No. 1973 of residence switches and 
STRAP TYPE ; wall plates—send for a supply today. 


at low Cost 
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Reading 
Does It For You 


Salesmen don’t read enough. They 
read the paper, oh yes! But they don’t 
read their competitor’s catalog. They 
don’t read the information from their 
houses. They don’t read the advertising 
of their own houses and competitors. 
Reading gives definite facts. When a 
man talks definite facts his statements 
are positive, arouse respect, and clinch 
orders. The salesman gets 90 per cent 
or more of his knowledge of his prod- 
uct by reading.—The Sample Case. 


He Buys The Coal! 


When J. J. Grogan, Brooklyn, oil 
burner salesman, finds a prospect who 
won’t buy because he has 5 or 10 tons 
of coal in his cellar. Grogan buys the 
coal. Then he sells the coal to other 
prospects who have told him they 
wouldn’t buy an oil burner for a year or 
two. These householders are impressed 
by seeing someone with a cellar full of 
coal so anxious to get an oil burner. It’s 
an idea that will fit with other replace 
ment situations—Sales Scrap Book. 





Know Your 
Competition 


The importance of knowing competi- 
tion cannot be over emphasized. Full 
knowledge of the opposition not only 
reveals the strong and weak points of 
its products, terms, and policies but in 
comparison reveals yours as well. The 
check-up will indicate what points com- 
petition will emphasize in trying to bag 
the order and enable the salesman to 
strengthen his sales approach to offset 
any claimed superiority or trading ad- 
vantages.—/ ndustrial Marketing. 


Add Sales 
Punch To The Catalog 


List all related goods in a separate 
section in the middle of the book. Op- 
posite each item show page number 
where it may be found. When a sales- 
man finds a customer is in a hurry, in- 
stead of trying to persuade him to turn 
through the old encyclopedia by pages, 
he can have his prospect go over the 
lists of related goods and seasonable 
goods. Phillips and Buttorff of Nash- 
ville, Tenn. find this method 
Hardware Age. 


pays.— 


How Many Calls 
To Make A Sale? 


One thousand dealers kept records 
an answer to 
many 


for 
two 


six months to get 


questions: How calls do 


72 





salesmen make before they quit calling ? 
How often does a salesman call before 
the dealer buys? Replies to question 1 
—48.2 per cent of the salesmen quit 
after one call, 24.4 per cent after two 
calls, 14.7 per cent after 3 calls, and 
12.7 per cent after 4 or more calls. 
Replies to question 2—The same re- 
tailers reported that 60 per cent of the 
merchandise they stocked was pur- 
chased by them after the fifth call— 
Sales Management. 


Capitalize 
On Invoices 


Making use of the contacts they have 
with customers, by employing a busi- 
ness-securing plan in connection with 
the monthly mailing of invoices, has 
brought additional profits to Blow & 
Mielke of Waupun, Wis. Their invoices 
are printed on stiff yellow cardboard in 
the form of a reply card. They can be 
folded neatly, held together with a small 
gummed sticker, and take less postage 
than do letters. On the back of the re- 
ply card are listed a number of services 
in which the recipient of the card might 
be interested. Many inquiries regarding 
listed items are received each month.— 
Hardware Age 


What 
About Television? 


Introduction of television in the 
United States depends primarily upon 
two factors. (1) Technical develop- 
ment of equipment deemed suitable for 
the job at hand, and (2) solution of 
commercial and economic problems. 

Technical development in the United 
States lags behind no country. That we 
appear to have lagged in the solution 
of commercial and economic problems 
involved is because (a) the new art 
must be supported by private capital 
rather than by the government, (b) be- 
cause it must be made available over a 





















































“There's an_ electrical 
going on below ... maybe if 


meeting 


I knock hard enough some 
men will come up to complain.” 
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much larger area than in European 
countries and (c) because Americans 
who hold the destiny of this new art in 
their hands, it appears, are determined 
to look well before they leap.—Radio 
Retailing. 


MORE FACTS 


ON PRODUCTS 





Connecting Devices—The Bryant Elec- 
tric Co., Bridgeport, Conn., has issued 
a 4-page folder illustrating and describ- 
ing the new line of Hubbellock con- 
necting devices. 


Vv 
Electrical Modernization — ‘Electrical 
Facts for Factories,” published by the 
Industrial Committee of the Elec. 


League of the Niagara Frontier deals 
with new developments brought out by 
electrical manufacturers to modernize 
electrical equipment in plants and fac- 
tories. 


v 


Fittings & Transformers—Catalog No. 
12D, released by the Killark Electric 
Mfg. Co., St. Louis, describes and illus- 
trates conduit fittings, bell  trans- 
formers, signaling transformers, vapor- 
proof, light fittings, explosion proof fit- 
tings, and fuse panels manufactured by 
that company. Also released by Killark 
are new price sheets on conduit fittings 
superseding those of July, 1937. 


Vv 
Fuses—The Champion Electric Fuse 
Co., 684 Broadway, New York, has 


issued a four-page pamphlet describing 
their “Floating Power” fuse. 


v 


Fuses—The Indicator Corp., Newark, 
N. J. has issued two pamphlets dealing 
with renewable fuses and multiple fuses. 
Illustrations and explanations of how 
these fuses work are given in the 
pamphlets. 


Vv 


Furnaces—A 4-page folder, No. F-T625 
(4) has been issued by Leeds & North- 
rup Co., Philadelphia. It gives the 
high-lights of the hardening of small 
non-ferrous clips in the Homo temper- 
ing furnace, and also a description of 
the furnace. 





v 





Lighting—The Lightolier Co., Jersey 
City, N. J., has released their Lightolier 
Style Book. It illustrates and describes 
a variety of lights for different types of 
installations, and includes their revised 
price list. 





a Fextile World \ 


/ 


What's New 


Cash in on this advertising which will stimu- 
late sales of General Electric Type-H Mer- 
cury Lamps to new levels in 1938. Every 
branch of industry will receive “‘sales calls” 
every week. They will work for you in paving 
the way for sales of this modern light source. 
» » » Bear in mind, no other comparable light 
Order your auxiliary devices which 
were designed especially for these 
lamps from the General Electric 
Vapor Lamp Company. Order the 
lamps from any of the seventeen 


Sales Divisions of the Incandescent 
Lamp Dept., General Electric Co. 
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General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


\l 











A 


tO a 


source can give your customers so much light 
for so little electricity. By combining the 
Type-H with incandescent lamps you can 
get a light which simulates daylight. The 
assistance of General Electric Vapor Lamp 
Company salesmen and those of the Incan- 
descent Lamp Dept. is yours for the asking. 


GENERAL @ ELECTRIC 


Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, Ohio 








Motors—A 24-page book, published by 
the Century Elec. Co., St. Louis, pre- 
sents information concerning the elec- 
trical characteristics and descriptions 
of Fractional Horse Power Motors, and 
how they can be applied to meet the 
requirements’of motor-driven machinery. 


v 


Motor Testing—How to select instru- 
ments for Motor Testing is discussed 
in folder AP-9 issued by the General 
Electric Co., Schenectady. Voltmeters, 
ammeters, wattmeters, and combina- 
tions are covered. 


v 


Panelboards & Cabinets—The Frank 
Adam Electric Co., St. Louis, have pub- 
lished a 96-page catalog No. 56 dealing 
with panelboards and cabinets It in 
cludes information on switches, outlets, 
us and 
wire ducts, and is plentifully illustrated. 


load centers, switchboards, and 


v 


Porcelain—The Illinois Electric Porce 
lain Co., Macomb, Ill., has brought out 
their Bulletin No. 11 showing their 
standard Dry Process Porcelain, and 
ilso a bulletin showing their One-Piece 


High Tension Porcelain Insulators 
v 


Switches—A 
trol Switches has been issued by uto 
matic Switch Co., 154 Grand St., New 
York. It is illustrated with drawings 
and photographs showing details of op 


eration, and 


bulletin on Remote 


~~ 


>..11 


is known as Bulletin 920 A 


Vv 


Switches—A 4-page folder dealing with 


the new M-L time switch has been re- 
leased by 
Canton, ( 


he Diebold Safe « Lock Co., 


t 
yh 


v 














Tools—Catalog No. 65, describing and 
illustrating electric drills, grinders, ham- 
mers, hole saws, sanders, safety saws, 
screw drivers, metal cutting shears, and 
tool accessories has been released by the 
Stanley Electric Tool Division, New 
Britain, Conn. 


v 





Transformers — A four-page booklet 
Form $527, discussing air-cooled trans- 
formers, and applications. Single-Phase 
connections and three-phase connec- 
tions are included in the discussion. 
Wagner Elec. Corp., 6400 Plymouth 
Ave., St. Louis. 


Transformers— The newly designed 
series of transformers for use with 
luminous tube indoor signs and illumi- 
nation are shown in bulletin 371-Lt, 
published by the Jefferson Electric Co., 
Bellwood, Illinois. Other features such 
as concealment of high tension second 
ary connections and mid-point grounded 
balanced design are described. 





NEW BoOKs 


Creating Sales 


This is the title of a book by John R. 
Hartman designed to help salesmen un- 
derstand people better and to so increase 
Hartman speaks from experi- 
as a door-to-door salesman, man- 
ager of direct consumer salesmen, re- 
tail salesman, sales promotion manager 
and sales manager. He contends that 
success in selling depends on a know! 
people and that salesmanship ts 
something more than a set of rules and 
regulations to be blindly followed. Most 


earnings. 


T2 
- 


oks of this sort are long on the 
inspirational and short on the practical 
points of selling. This book is diffet 


as it offers practical and usabl 


vs of getting others to accept th 
salesman’s point of view in the sale of 
merchandise. John C. Winston Co., 
, 5 | | 7 : | > 


iadeipnia, $2.50 B 
Sales Letters 


There are many excellent books on 
the art of writing sales letters. They 
explain that a good sales letter gets at- 
tention, arouses desire, builds conviction 
ind secures action. But few tell how 
to iccomplish these things. “How to 
Make Sales Letters Make Money” by 
Frank Egner tells how by describing 

ethods that have worked for the last 
fifteen years for the author and for 
others. Every detail and element in the 
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conduct of a direct-mail sales campaign 
is helpfully discussed. Several chapters 
ire particularly helpful: “The Letter- 
head as a Sales Builder,” “Starting the 
sales Letter,” “Timing Sales Letters’’ 
and “Practical Pointers on Sales Let- 
ters to Dealers.” (Harper & Bros., 
New York, $2.50) 


Words That Sell 





“Tested Sentences That Sell” des- 
cribes the simple but effective methods 
used by the author, Elmer Wheeler, 
sales consultant for scores of promi- 
nent firms, in making two sales grow 
where only one grew before. Wheeler 
demonstrates the selling points and 
techniques that will produce results 
and those that will fail. He shows 
salesmen how the slight twist of a 
phrase in their selling talk will make 
the difference between getting the order 
ind losing it. He shows them how to 
e090 about building their own _ selling 


sentences—their own sales 


presenta- 
tions—and how to test them on the 
customer. The book is both interesting 
ind practical for it is filled with stories, 
nanv of them told for the first time, of 
‘ctual sales campaigns that have been 
built upon the use of tested sentences. 
(Prentice Hall, Inc., New York, $3.75) 


“What's Holding You Back?” 

This is a book every man and woman 
in business will find useful in regulat- 
ing his conduct on the job. It is writ- 
ten from 18 years close business ex- 
y Allan B. Chalfant. It 
helps to identify the errors of personal 
behavior that rob capable people of de- 
served business success. It points out 
workable techniques for correcting and 


perience by 


yvercoming these errors. Particularly 
helpful chapters are: “So I Said to the 
Boss, I Said”, “A Technique for Get- 
ting Ideas”, “Play Your Best Sellers” 


( Whittle- 


and “Tricks of the Trade”. 
sey House, New York, $2.50) 









MIX ‘EM UP and what do you get. Why, a steam roller of course. This is the 
greeting card that Pearce B. Johnson of Ballou, Johnson & Nichols Co., Provi- 
dence, R. I., sent out. 


Every thing's there from a razor to a range. 











WANTED...a better way 


TO FIND THE NEEDLE 


IN A HAYSTACK..... 

















Mr. Fibbersly wants to know the name of an electrical gadget 
put out by Wapdoodle, Inc. — or was it Doowapple? He has lost 
time and temper, and he is about to lose his secretary 


she will quit to go with a company who has an 


ELECTRICAL BUYERS REFERENCE 


Headquarters for Everything Electrical 


The Buyers Reference gives names of companies, products and 
trade names, with a cross index to make it easy to find what 
you re looking for. Keep your copy at your elbow. It will answer 


many of your questions quickly and accurately, saving time and 
money in buying. 


ELECTRICAL CONTRACTING EDITION + 330 W. 42 ST.,.NEW YORK 
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TO HELP YOU SELL 


. . The Wholesaler’s Salesman for 











MARCH will carry a complete 
ENCYCLOPEDIA OF FANS 


Including 











Names and addresses of manufacturers 


Trades names Finishes 

List prices Type motor and Speeds 
Size of blades Type cord and plug 
Model numbers Special features 
Illustration of typical fan Oscillating or stationary 


Watch for this fan encyclopedia in March. 
Carry it with you. It will answer almost every 
question about every line, quickly and ac- 


curately. 


This encyclopedia inaugurates a series of sim- 
ilar features on other groups of products such 
as vacuum cleaners, heating appliances, etc. 
These encyclopedias—and other feature ma- 
terial in The Wholesaler’'s Salesman—are 
aimed at one objective: TO HELP YOU MAKE 
MORE MONEY. 
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TELL YOUR AGENTS to use these simple 


selling sentences to sell more G-E bulbs 





I'D LIKE THIS BULB, PLEASE 
URING the course of the day your 


agents meet all sorts of customers 
and all sorts of sales situations. Re- MAY | ASK WHERE 
peated tests prove that sales of G-E q YOU WANT TO USE IT? 
bulbs can often be increased by say- ; YOU KNOW DIFFERENT 


ing just the right things. Here are a 2 SIZES OF BULBS ARE 
RECOMMENDED FOR 


few examples that will give you some DIFFERENT USES 


ideas to pass along to your agents. 
Suggest that they try 
using these selling sen- 
tences and see how they 
will help them sell more 
G-E bulbs. General 
Electric Company, Nela Be sure that your 


agents identify 


Park, Cleveland, Ohio. their stores as head- 
quarters for G-E 
bulbs by displaying 
this buying sign. 











1 NEED IT FOR MY KITCHEN AND I’LL NEED A COUPLE 
OF 60-WATT BULBS, TOO 


LIGHTING EXPERTS 

RECOMMEND THE | 

100-WATT LAMP wi WHY NOT BUY A 

OR THIS 150-WATT a CARTON OF BULBS 

MAZDA DAYLIGHT e SO YOU WILL 

LAMP FOR A ? ALWAYS HAVE 

CEILING FIXTURE rt SOME ON HAND 

IN THE AVERAGE Be | WHEN ONE BURNS 

SIZED KITCHEN : , OUT? THE 60-WATT 
& SIZE IS ONLY 15c 


EDISON MAZDA LAMPS 
GENERAL ¢@ ELECTRIC 
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DIRECTORY 
of 
ELECTRICAL 
WHOLESALERS 


Every name 
verified 


Send in your order 
now for delivery 
late in February 
or early in March 


Single copies - - $15.00 
Additional copies - $7.50 


Durably bound in a 
stiff leatherette cover 
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The Indoor Weather 
Market 


CONTINUED FROM PAGE 12 


effort to the sale 
of ventilating fans for the kitchen, 
attic and recreation room. 


“air conditioning” 


2. If a contractor has a good resi- 
dence wiring and servicing business, 
merchandise display 


space, he can also take on portable 


plus suitable 


window ventilators, humidifiers and 
room conditioners. 

3. If the contractor has a knowl- 
edge of heating, then the field of mod- 
ern winter conditioning for new and 
old homes is wide open. ‘These sys- 
tems also include summer condition- 
ing as a further field, when his sales 
organization is able to handle it. 

4. If 


commercial business all his office and 


a contractor does a general 


are the market for 
various portable ventilating and cool- 
ing appliances to suit individual needs. 

.. a 4 
factory 


store customers 


contractor is engaged in 
Wiring and service work he 
is in a position to handle ventilation 
and air conditioning for industrial 
processes, provided he will take on 
the necessary trained sales’and service 
men. 


Year-round air conditioning re- 





quires aggressive selling and con 
siderable technical knowledge. The 
installation of all but the portable 
units requires the services of steam- 
filters and sheet-metal men. ‘The 
ideal outlet for full air conditioning 
installation combines both. Most 
manufacturers are still selling direct 


because they haven't succeeded in 
lining up a_ sufficient number ot 
distributors. 


Perhaps the electrical wholesale: 
and most of his contractor customers 
are not yet ready to play a very big 
part in real year-round air condition- 
ing. But many electrical contractors 
are already engaged in this new in- 
dustry. Some are wiring  installa- 
tions sold by plumbing and heating 


contractors, oil burner dealers and 


other air conditioning distributors. 


Some are, themselves, installing com- 
plete systems of air conditioning. The 
rest, not yet in “air conditioning’ 
work, will soon be discovering that 
there is this large volume of venti- 
lating fan business waiting for them. 

Contractors are naturally going 
after this market, will look to 
their established sources of supply fo: 
Urge them to take it eas) 
at first, to decide just what part of 
the market they are ready to handle, 


and 


assistance. 


to build customers for complete air 


conditioning by first selling proper 


ventilation. 











“I know damn well he’s 
I trailed him right from his home.” 





in there. 
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How to Keep Well On | ‘7’ROME=CABLE’’ 


The Road 


eee CUILDING WIRE 


C. If possible, stay in bed, drink 
fruit juices and rest. 


D. If it does not clear up, call in MAKES REPEAT SALES 
a doctor. EASIER — CONTINUOUS 


Yor . — “ink hicar ate Every wholesale salesman knows 
For a Cough—A. Drink bicarbonate note aeesh yocdiehio, tons, he 
of soda to correct any acid con- can “push” is the one that gives 
meer : . “user satisfaction.” 
dition in the system. Rome-Cable Building Wire — of 
. : P a a Cie a St . quality materials properly com- 
B. Drop in a doctor’s office and bined has an enviable ‘reputa- 
have your throat sprayed and get ; tion in the industry for “user 
. ale : satisfaction. 
some medicine. That's why this product enables 
. f ou to easily book repeat sales— 
C. If the cough gets worse, stay coutinncus sulea—tee noo profit. 
in bed and call the doctor. 
ROME CABLE QUALITY 


"™1.: : ¢ . Cod Intermediate Slick finish for Quick 
3 Vhird blight of the traveling 30% and Superaging and Easy Pulling 


ale . ; : nats Long Aging Rubber 
salesman is constipation. Men 

: 4 I a le Approved by the Un- Uniformly Smali 
who ride the train. suffer less derwriters watt Diameters 


. ries, Inc., NE. Clean — Easy Strip- 
than those who drive cars. ping 


F ae : a. ° Flame and Moisture Eight Clear Distinct 
or ordinary constipation, a mild Resistant Colors 


saline laxative is the thing. Of 
course, bran mufhns, fruit and care- 


Ful di , ; oo : PRODUCTS — Hot rolled rods, bare and tinned copper wire, bore and tinned 
ful diet may anticipate and prevent strand, U.R.C. weatherproof wire, cotton, paper and asbestos magnet wire, — 
this trouble Never under anv cir- rubber insulated wires and cords, lead covered cables. 


cumstances take a physic for a right ROME CABLE CORPORATION 


sided lower abdominal pain. Con- SALES OFFICES—New York, Chicago, Philadelphia, Pittsburgh, Richmond, Cleveland, 
Boston, Dallas, Los Angeles. 


sult a doctor. It may be appendi- 


citis, and taking a physic might rup- 
ture the appendix and lead to serious 
consequences, 


There is one good and easy rule | ¢ YAGER'S 
of health that any man is wise to 
follow—drink the juice of half a : 
lemon in a glass of hot water every ; has stood 
morning when you get up. It keeps ; 
you alkaline, tones up your digestive #) SOLDERING the 


system and strengthens your resist- 


ance against colds. 3 : T t 
Dr. Kiel also urges every man " est o ILS Cc @) 


who travels to carry in his bag a 


7 
ciple fom. aid bie, Thi.cos Be Time SOLDERLESS CONNECTOR 
obtained at any drug store and should | 
include gauze, zinc oxide salve for Since 1873 Yager's soldering salts — 
dressing minor wounds, mercuro- have been recognized as a qual- MAKE CONNECTION 
chrome or some other antiseptic, ad- ity product, making new friends, ILSCO solderless connec- 
hesive and soda bicarbonate. A man keeping old ones. pore go aa oa 


with low blood pressure will also providing faster, perma- 
nent connections, Other 


find a hot water bottle an asset in | Priced Right ILSCO features: 


traveling. It will help him to sleep. NO set-screw contact . . 
But the main point is that there NO flattening or separat- 
P wr Vy pound cans. . . $0.50 ea. inn of weanied wives 
is nothing sissy about keeping well. | 1 poundcans... .80¢a NO limitation to one size 
, i wire... 
It’s smart—and the boys who travel 5 pound cans... 3.00 ea. NO shearing effect: what- 
should watch themselves. ‘So when Less by reshipper cartons. 4s 
you’re feeling punk,” says Dr. Kiel, PERFECT Solderless Commetor -"”, WE’ HAVE iy% 
“or find yourself smoking three packs Ask for ee Se oe 
of cigarettes a day or drinking six 
7 > f anes . ~ ’ . | FREE—A large display board bearing 
cups of coffee—or you can’t sleep | FREE SAMPLE a iis a nee te ae 
well or have to wake yourself up om Sa Se 
with a cold shower—watch out.” 
That is—if you want to make more | Alex R. Benson Co. Inc. ILSCO COPPER TUBE & PRODUCTS, INC. 


money. Hudson, N. Y. 5629 Madison Road, Cincinnati, Ohio 
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FEDERATED 


SONS AREO) ve 


PUTS PROFITS IN 


YOUR, POCKET ! 


FEDERAL HIGH POWER 
WEATHERPROOF AND WATERTIGHT 
Vibratory Horn for Industrial Use 





No. 


@Federal has again taken 
the lead in producing sig 


nals to meet 


modern re 


quirements demanding more 


powerful 


signals and the 


new Federal line of High 
Power Vibratory Horns are 


without question the me 
powerful 
type on the 
market. 


st 
signals of their 
present day 


These special Federal Vi- 


bratory Horns are 


available 


for operation on 110 volt 


structed of 


materials Both sides 





conduit. Have 
- sound volume of ordina 
vibratory horns. 

Ask for catalog p. 104. 


FEDERAL ELECTRIC CO 
8758 South State Street 
Chicago, Iilinois 


: “ alternating or direct curre 
No. 41D.C : only. 


nt 


Fast in coding. Con- 
non-corrosive 


of 


housing tapped for % inch 
twice the 


ry 














SHERMAN 
WEDGE-GRIP 
CONNECTORS 














For service entrance 
and all smal! wire con- 
nections. Novel, sim- 
ple construction — safe 
and economical. 
Strong, quick, solder- 
less connections at low 
cost. Tough bronze 
screw —copper body. 
Wide range of wire 
capacity. Two types of 
screw heads. 

Free samples on re- 
quest. Send for Bul- 
letin No. 22. 


H. B. SHERMAN 
BATTLE CREEK 


SC-6 


MFG. CO. 
MICHIGAN 
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with THis EXTRA sate 
TO EVERY CUSTOMER 


Your dealers can sell Justrite Push- 
Clips to every customer—every home 
—every user of electrical appliances. 
Justrite Push-Clips hold radio wires 
d lamp cords to the top 
baseboards, moulding, 
frames, etc. Safe. 
Neat. Efficient. 
These Justrite Features: 
Made of #1 Steel 
easy to install — no tools 
needed . . . holds securely 
. « long lasting . 
colors to match lamp cords 
or woodwork . .. card of 
8 for 10c. 
Free Display: 3 doz. Cards, 
Push-Clips in 
Colors, in attractive, 
Display carton. Write to 
JUSTRITE MFG. CO. 
2075 Southport Av., Chicago 


oe 
4 UTILE paste THEN S% 
AS Saag & mFG.cO. NORTH ES l 


A TOPNOTCH ENGINEER 


For SMALL Electrical Appliances 
A large ENGLISH manufacturer with am- 
ple capital, is expanding. It is now plan- 
ning a line of small electrical appliances 
such as Toasters, Irons, Hot Plates, etc. 
If you have the requisite training and 
experience in both design and production 
and can handle men, this is a real 
opportunity to associate and grow with 
a real Company. 
The man chosen, and his family (if 
will be moved to, and live in 


All replies will be treated in strict 
confidence and should contain complete 
details of education, training, experience, 
earnings, previous and present employ- 
ment. 

A searching investigation will be made. 


Reply to Dept. 101, The Wholesaler’s 
Salesman 
330 W. 42nd St., N. Y. C. 
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MORE FACTS 


to help you get results in selling fuses 


Sometimes we all overlook the truth of 
the statement that “results are the only thing 
that count” —yet isn’t it obvious? 


No matter how many good reasons we 
point out or how many graphs and charts 
we show — how can a buyer really know that 
a product will “deliver the goods” unless 
he has actually tried it himself or has 

records of somebody else who actually put 
the produce to use. 


That’s why specific instances such as 
the one shown here are powerful sales 
tools. They give actual names, dates, and 
places that can easily be checked up on. 


Such specific instances are not mere 
opinions. They don’t give somebody’s 
ideas and beliefs. They say only WHAT 
ACTUALLY OCCURRED under AC- 
TUAL OPERATING CONDITIONS. 


This is the important point — and 
it can be used with telling effect in 
selling. 


When you use these specific in- 
stances in selling BUSS Super-Lag 
Fuses you are backing up your story 
about all their money and time 
saving features with the strongest 
proof possible — next to the pros- 
pects’ own personal experiences. 


ONE MORE FACT 


The BUSS representative in 
your territory is always ready to 
help you by supplying literature 
about BUSS fuses or by giving 

you whatever personal help he 
can—so why not put him to 
work — he'll be glad to have 
you call on him. 


BUSSMANN MFG. CO. 


Division McGraw Electric Company. 





